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Rough Proofs 


After reading David Sarnoff’s arti- 
cle in This Week, one gathers that 
television is just around the corner. 
The only question is, which corner. 


vv¥ey 


Some radio stars are already won- 
dering what television will do to 
them, but that’s nothing to what 
color photography is giving the 
movie stars to worry about, 


vv¥egy 


A lot of movie fans got a thrill 
from “Becky Sharp” because at last 
they saw Miriam Hopkins’ dazzling 
blue eyes, and some others got a 
thrill out of seeing movie drinks for 
the first time in their true colors. 


7 7? 


Pabst’s new canned beer is called 
Export, perhaps because the brewers 
are planning to carry a few coals 
to Newcastle. 

7? ? F 


Listerine’s new dentifrice cam- 
paign against “the five conditions 
that steal your loveliness” seems to 
be based on the interesting idea that 
only women have teeth. 


. @ F 


Another intriguing idea of tooth- 
paste copy-writers is that all women 
interested in their teeth are young 
and beautiful. It’s a good idea, even 
if only the customers believe it. 


7 Ff F 


The big thought back of the new 
promotion of tooth-powder versus 
tooth-paste is, “Don’t fire unless you 
can’t see the whites of their teeth.” 


vv¥egy 


Andrew Citroen, the French auto- 
mobile manufacturer who died re- 
cently, was called the Henry Ford of 
France because he used Mr. Ford’s 
manufacturing and advertising ideas 
and not because he followed Henry’s 
policies with reference to the bank- 
ers. 

> F 

When Citroen died, the bankers 
had his business, but when Henry 
Ford dies, the Fords will still own 
the Ford Motor Company. 


. 3 


According to Secretary Morgen- 
thau’s estimates, soaking the rich 
won’t add too many millions to the 
government’s income. But think 
what a lot of fun the process is giv- 
ing the soakers. 


= 


Leo McGivena’s pictures of sales 
conventions are so realistic as to 
make one suspect that he has had 
to sit through a few of them him- 
self. 

vev¥$pesgy 


A husband and wife are to edit 
the Ladies’ Home Journal. This will 
be a major test, both for journalism 
and matrimony. 


> = 2 


According to ADVERTISING AGE, Eu- 
gene McDonald transported his sales 
convention by yacht from Chicago to 
St. Joseph, Mo., between breakfast 
and lunch. Maybe the Mizpah 
sprouted wings. 


a. ? 2 


The National Board on Printing 
Type Faces has offered $650 in prizes 
for new typographical designs. Why 
not offer prizes for the best method 
of getting rid of some of the old 
ones? 

Cory Cus. 


BORDEN FLOOD. 
COPY SETS NEW 
SPEED RECORDS 


Tells of Victory Over 
Raging Elements 


New York, July 12.—A new record 
for preparation and placing of special 
copy was scored this week by Bor- 
den’s (Get the Milk Through) Farm 
Products Company, and its advertis- 
ing agency, McCann-Erickson, Inc., 
when floods swept wide areas of up- 
state New York with serious loss of 
life and property. 

Two hours from the time it was 
decided to run the advertisement em- 
phasizing the dependability of Bor- 
den’s service regardless of obstacles 
encountered, the copy was in the 
hands of leading New York City 
newspapers. This surpassed the ra- 
pidity with which the company’s bliz- 
zard copy was prepared last winter. 

News columns were filled during 
the week with stories of the catas- 
trophe, but few readers appreciated 
how they were threatened as they sat 
high and dry in Manhattan. Yet the 
transportation department of Bor- 
den’s was a madhouse as shipments 
of fresh milk were transferred and 
re-routed repeatedly in an effort to 
maintain the city’s supply. 


Treated as News 


News treatment made the adver- 
tisement stand out prominently in 
the papers used, though it occupied 
only 500 lines. The headlines said, 
“Borden’s Beats the Flood. Dairy 
Country Hard Hit But Farmers and 
Dairymen Get the Milk Through.” 


Two pictures were used, one show- 
ing a milk trailer and tractor in an 
oval over the other, an aerial view of 
a section of New York countryside 
devastated by flood waters. The mes- 
sage was told in little more than 50 
words: 


“The worst flood in 70 years has 
crippled the dairy country. ... But 
the milk gets through! Borden’s 
farmers and dairymen work night 
and day. Tank cars are re-routed to 
avoid transportation tie-ups. Trains 
are met by Borden’s special trucks 
and the milk rushed to city pasteuriz- 
ing plants. Borden’s milk comes to 
your door as usual!” 


Situation Was Acute 


The situation was acute because 
the floods had washed out bridges 
and paralyzed traffic. The story, 
therefore, was similar to the blizzard 
advertisement used last winter and 
the one dropped into metropolitan 
newspapers the year before, though 
in the first case copy had been pre- 
pared four years before and held for 
the occasion. 


Directory of Features 


rrr art 
Farm Lineage Figures..... 18 
Getting Personal ..........14 
Information for Advertisers.21 
Magazine Lineage Figures. .25 
Newspaper Lineage Figures.22 


Photographic Review of the 
ME Evo he ethic tess etetes 27 


Rough Proofs ...........+. 1 
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Broadcasters to Establish 
Agency Recognition Bureau 


Also Pledge Cooperation in 
Collecting Data on 
Coverage 


Colorado Springs, Colo., July 10.— 
Resolutions approving the sugges- 
tion of the commercial committee 
that an agency recognition bureau 
be set up, reaffirming the willingness 
of the broadcasters to co-operate 
with the American Association of 
Advertising Agencies and the Asso- 
ciation of National Advertisers in 
collecting and disseminating authen- 
tic data on station coverage and cir- 
culation, urging opposition to any 
legislative or regulatory movement 
designed to abridge freedom of 
speech, and recommending that the 
radio station license term be made 
at least three years, were adopted 
by the National Association of 
Broadcasters at its final session here 
this morning. (Details of the agency 
recognition plan are given on page 4.) 

The resolutions committee, headed 
by H. K. Carpenter, WHK, Cleveland, 
brought in 25 resolutions, all of 
which were adopted. 

In addition to the resolutions men- 
tioned, others adopted changed the 
N. A. B. constitution so as to confer 
active membership and voting privi- 
leges only upon those actively en- 
gaged in the operation or manage- 
ment of a licensed broadcasting sta- 
tion, and commended the work of 
Philip G. Loucks, who is retiring as 
managing director of N. A. B. after 
almost five years of service. 


Chains Exonerated 


The association also adopted a 
resolution affirming the resolution 
adopted by the N. A. B. board at a 
special meeting in New York June 
22, reiterating its belief that the per 
piece or measured service plan of 
paying for music is the fairest and 
best, but exonerating the major 
chains and WCAU, Philadelphia, 
from any blame for negotiating five- 
year extensions of their present con- 
tracts with American Society of Au- 
thors, Composers and Publishers on 


RADIO CHIEF 


Leo Fitzpatrick, of WJR, Detroit, 

elected president of the National 

Association of Broadcasters at its 
convention. 


the ground that they were compelled 
to take such action to protect their 
own interests. 

Other resolutions, sponsored by 
the engineering group, dealt with 
arrangements for expressing the in- 
terests of the N. A. B. at the meet- 
ing of the CCIR in the spring of 
1937, at the international conference 
to be held in Cairo in 1938, and in 
various relations with the engineer- 
ing staff of the Federal Communica- 
tions Commission. 

Still another resolution urged that 
the N. A. B. board “considgpatite 
establishment of one or more annu 
National Association of Broadgast: 
awards for conspicuous examples of 
public service rendered by American 
broadcasting stations.” a.- 

The association also adopted the 
revised code of ethics presented by 
the chairman of the commercial com- 
mittee, and urged speedy passage of 
Senate bill 3047, known as the Duffy 

(Continued on Page 24) 


Last Minute News Flashes 


Gem Goes High Hat With New Washable Case | 


Brooklyn, N. Y., July 12.—Offering a new Gem razor and five blades in 
a new “high hat” case of washable marbelite for 49 cents, Gem Safety Razor 


Corporation will use large space in newspapers. 


Agency is in charge. 


Federal Advertising 


Florida Organizes for $500,000 Campaign 
Jacksonville, Fla., July 12.—Plans for a $500,000 advertising campaign 
were perfected at a meeting here today, the state being divided into 12 
districts for financing. Gov. Sholtz presided. 


N. A. B. to Push Plan of Audit Bureau 


Colorado Springs, Colo., July 12.—Directors of the National Association 
of Broadcasters yesterday authorized a committee headed by A. B. Church, 
KMBC, Kansas City, to establish a bureau in cooperation with the Four A’s 
and A. N. A. to supply data on station coverage, etc. ‘ 


Cal-Aspirin to Reincke-Ellis-Younggreen & Finn 


Chicago, July 12.—Cal-Aspirin Corporation has placed its account with 
Reincke-Ellis-Younggreen & Finn. Newspapers and radio will be used. 


‘being Jo 


Hold Spirited Meeting, But 
Present United Front 
to ASCAP 


Colorado Springs, Colo., July 10.— 
The explosion which has been threat- 
ening to blow up the convention of 
the National Association of Broad- 
casters ever since the signing of five- 
year renewal contracts with the 
American Society of Composers, Au- 
thors and Publishers by NBC, CBS 
and Station WCAU, Philadelphia, on 
June 4, went off on schedule here 
yesterday at the third session of the 
thirteenth annual convention of the 
N. A. B., and its repercussions were 
heard again this morning at the con- 
cluding sessicn. 


Despite threats of serious difficul- 
ties over the ASCAP situation and 
similar threats of a break in the 
ranks on the part of the smaller, in- 
dependent stations, however, no 
serious casualties were suffered, the 
desire of the assembled broadcasters 
to work together for the mutual 
benefit of the entire industry being 
exemplified by the passage, without 
a record vote, of all 25 of the reso- 
lutions brought before the final ses- 
sion today by the resolutions com- 
riittee. 

Fireworks at Election 


Internal differences over ASCAP 
and chain domination questions were 
indicated in the organization’s elec- 
tion procedure. The nominating com- 
mittee, although indicating only one. 
choice for each of the offices of the 
association, presented ten names to 
fill six Places on the board of direc- 
tots, and g@Minsurgent independent” 
group presented an indepenfent 
ticket. -- a: em 

In addition, Isaac D. Levy, WCAU, 
Philadelphia, treasurer of the copy- 
right fund@™®rid storm center of the 
ASCAP q@tuation, was nominated 
from the floor to succeed himself as 
treasurer of N. A. B., the nominating 
committee’s choice for this position 
Shepard III, Yankee Net- 
work, Boston. 

With the several slates causing 
contests for the positions of first vice- 
president, treasurer, and all of the 
six available board places, the elec- 
tion was held by secret ballot. 


Fitzpatrick Elected 


Leo J. Fitzpatrick, vice-president 
and general manager of WJR, De- 
troit, and one of the most popular 
executives in the radio industry, was 
elected president of the association. 

Charles W. Myers, KOIN-KALE, 
Portland, Ore., was chosen first vice- 
president; Edward A, Allen, WLVA, 
Lynchburg, Va., second vice-presi- 
dent; and Isaac D. Levy, WCAU, 
Philadelphia, was re-elected treas- 
urer. : 

Directors were chosen for three 
year terms as follows: Edwin W. 
Craig, WSM, Nashville; Ralph R. 
Brunton, KJBS, San Francisco; T. 
W. Symons, Jr., KFPY, Spokane; W. 
Wright Gedge, WMBC, Detroit, and 
Joseph O. Maland, WHO, Des Moines. 

At a meeting of the board follow- 
ing the convention, Gardner Cowles, 
Jr., KSO, Des Moines, -was elected to 
fill the two-year term e vacant 
by Mr. Fitzpatrick’s election.to the 
presidency. The board promoted 
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James W. Baldwin, assistant manag- 
ing director to managing director, 
succeeding Philip G. Loucks, who is 
retiring after long service. 


Unanimous For Fitzpatrick 


There was no opposition to Mr. 
Fitzpatrick for president, nor to Mr. 
Allen for second vice-president, and 
they were elected by acclamation. 
Secret balloting was required for the 
choice of other officers and directors. 

Mr. Myers’ defeated Gardner 
Cowles, Jr., for first vice-president 
by a vote of 97 to 91, while Mr. Levy 
was re-elected treasurer over Mr. 
Shepard 108 to 838. Both elections 
were then made unanimous. 

Intense interest of the broadcasters 
in the subject of copyright music, 
and the promised “rebellion” of 
smaller stations against what they 
conceive to be network domination 
of the N. A. B. brought a record turn- 
out to the meeting, the registration 
being just under 500. So great was 
the attendance that all delegates 
could not be accommodated at the 
Broadmoor, the convention hotel, and 
the overflow had to be taken care of 
at other hotels. 

Despite the fact that the session 
yesterday was limited to reports of 
Alfred J. McCosker, WOR, New 
York, chairman of the copyright 
committee; Mr. Levy, treasurer of 
the copyright fund; and Joseph C. 


RETIRING PREXY 


J. Truman Ward, WLAC, 

retiring president of NAB, 

cool without difficulty during 
vention. 


Nashville, 
remained 
the con- 


Hostetler, N. A. B. copyright coun- 
sel, and a discussion of their reports, 


interest in this subject was at such 
white heat that the session, getting 
under way shortly before ten in the 
morning, did not adjourn until al- 
most three o’clock in the afternoon. 


Review Negotiations 


In vigorous messages outlining the 
entire series of negotiations between 
the N. A. B. copyright committee and 
the American Society of Composers, 
Authors and Publishers, Messrs. Mc- 
Cosker and Levy traced the course of 
the negotiations fully, and declared 
that no blame can attach to the net- 
works or to WCAU for accepting 
renewal contracts with ASCAP, de- 
spite the fact that the federal govern- 
ment is at present engaged in suing 
ASCAP under the anti-trust laws. 

In an equally vigorous report, Mr. 
Hostetler took issue with many of 
the conclusions of his predecessors, 
and asserted that in his opinion sign- 
ing of the renewal contracts was not 
only definitely prejudicial to the gov- 
ernment’s case, but also would seri- 
ously hamper the association in its 
ultimate desire to be allowed to pur- 
chase music on a per piece or meas- 
ured service plan, instead of being 
forced to buy the entire ASCAP cata- 
log. 

In considerable detail Mr. McCos- 
ker outlined the work of the copy- 
right committee during the past sev- 
eral months, declaring that the com- 


and St. Louis. 


PHILADELPHIA 


* The Des 
Last by I 


For many years representatives in Chicago, 


New Yorx Herarp Trisune 


Bautrmore Sun 
Wasuincton Post 


THE 


MINNEAPOLIS STAR 


Announces the appointment of 


Guy S. Osborn, Scolaro 
& Meeker, Inc. 


a and St. Louis 


of The Des Moines Register and Tribune 


as National Advertising 


Representatives 


Guy S. Osborn, Scolaro & Meeker, Inc., will represent The Min- 
neapolis Star in all of their offices—New York, * Chicago, Detroit 


The rapid growth in recent years of The Minneapolis Star, which 
already has more than 80,000 circulation, plus the new advan- 
tages arising from its recent purchase by the owners of The Des 
Moines Register and Tribune, will make The Minneapolis Star 
a suitable companion, we believe, to the outstanding newspapers 
on the Osborn, Scolaro & Meeker list: 


Boston Giose 
InQumeER 


MINNEAPOLIS STAR 


Moines Register and Tribune will continue to be represented in the 
. A. Klein, Inc., 50 E. 42nd S8t., New York. 


Sr. Lovurs Giose-Democrat ; 
Des Moines Recistrer anv TrisuNe 


WHEN SOUTHERNERS MEET A WESTERNER 


All geographical sections were represented at the NAB convention 

at Colorado Springs. At left, Campbell Arnoux, WTAR, Norfolk, 

Va., towers over C. P. MacGregor, MacGregor & Sollie, of San 
Francisco, while W. L. Coulson, WHAS, Louisville, looks on. 


mittee did everything possible to 
negotiate a per piece method of pay- 
ment with ASCAP, but had finally 
come to the conclusion that such a 
plan had too many ramifications to 
allow it to be put into effect before 
the expiration of present station con- 
tracts with ASCAP on December 31 
of this year. 


Had No Alternative 


“The committee’s opinion is,” he 
said, ‘that the very best that could 
be gotten under the circumstances 
was the extension of present con- 
tracts for five years,’ and he recited 
the resolution adopted by the N. A. B. 
board holding the chains and WCAU 
blameless for accepting extensions of 
their individual contracts. This reso- 
lution is given in detail elsewhere in 
this issue. 

Mr. McCosker warned the broad- 
casters that the recent withdrawal 
of four music publishing houses con- 
trolled by Warner Bros. from the 
ASCAP fold has complicated matters, 
and he urged station owners to pro- 
ceed carefully in dealing separately 
with the Warner houses, “lest they 
set up two ASCAPS instead of one.” 

Mr. Levy went into great detail in 
explaining his own and the copyright 
committee’s actions during May and 
June. He pointed out that a suit 
asking for the dissolution of ASCAP 
as being in restraint of trade had 
been initiated by WIP, affiliated with 
WCAU, when the government stepped 
into the situation with its own suit 
against ASCAP, not, however, seek- 
ing dissolution of the organization, 
but rather attempting to make it 
cease certain allegedly illegal prac- 
tices, among them the enforced pur- 
chase of the entire ASCAP catalog. 

Feeling that the government’s suit 
was stronger, the WIP suit was 
allowed to lie dormant. In the mean- 
time, the N. A. B. copyright com- 
mittee was faced with the necessity 
of making some satisfactory arrange- 
ment with ASCAP so that the music 
controlled by that organization might 
continue to be played on the air fol- 
lowing the expiration of all then ex- 
isting contracts some time in Sep- 
tember. 

Extended to Dec. 31 


After vainly attempting to nego- 
tiate an extension with ASCAP to 
obtain until settlement of the suit, 
according to Mr. Levy, the copyright 
committee succeeded in securing 
from ASCAP an agreement to extend 
all existing contracts to Dec. 31 of 
this year. 

(Continued on Page 6) 


Expanded Library 


Takes New Quarters 


With an approximate tenfold in- 
crease in the number of volumes and 
expansion in other directions, the 
library of McCann-Erickson, Inc., 
New York, has been moved to more 
commodious quarters in the Madison 
Avenue office. 

Started in 1924 with some 150 vol- 
umes, it now has more than 1,500 in 
addition to 26 file cases of pamphlet 
material and statistical data on a 
wide variety of subjects. Complete 
files of advertising journals and also 
many leading national magazines 
and trade papers are maintained. Un- 
der the direction of Dr. L. D. H. 
Weld, director of research. The li- 
brary is in charge of Miss Delphine 
V. Humphrey and three assistants. 


Weingarten Gives 
Awards for Filmy Ads 


Awards in a nation-wide competi- 
tion on “Filmy” Lastex girdle made 
by Weingarten Brothers, corset and 
foundation garment manufacturers, 
New York, were made to advertising 
managers of three department stores, 
with honorable mentions to five 
others. 

First prize for the best “Filmy” 
advertisement went to Miller & 
Rhodes, Richmond, Va.; second to 
Dunn Taft, Columbus, O., and third 
to Muhlfelders, Albany, N. Y. 


Arndt & Co. Placed 


on Collier List 


John Falkner Arndt & Co., Phila- 
delphia advertising agency, and na- 
tional headquarters for the Continen- 
tal Agency Network, has been ac- 
corded full agency recognition by 
Barron Collier for the Street Railway 
Advertising Company. 

The Arndt organization is among 
the first of about 50 agencies through- 
out the country to receive this recog- 
nition. 


“American Hospitals” 
To Start in 1936 


American Hospitals, official organ 
of the American Hospital Association, 
Chicago, will start publication with 
the issue of January, 1936. 

Hubert J. Mayrand will be adver- 
tising manager. 


Picks Clark as Rep 


Paul S. Clark, publishers’ repre- 
sentative, Boston, has been named 
New England representative of the 
Portland, Me., Evening News. 


Rapp to Swan 
George Rapp, well known Chicago 
illustrator, has joined Swan Studios, 
Chicago. 


The whole darn family reads the 
Comics — No wonder they deliver 


for advertisers. 


Metropolitan. 


Times—Chi 
Se nt ayo News—New York I se 


Philadelphia Pittsburgh Prese— 
Ta lec diets DemewedWostingleo tear 


Current Circulation 
6,068,300 families 
Largest circulation 
of any medium, 
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NAB HEARS OF 
STANDARDS FOR 
AGENCY SERVICE 


Colorado Springs, Colo., July 10.— 
A detailed plan for establishment of 
an agency recognition bureau by the 
National Association of Broadcasters, 
together with suggested recognition 
standards, was presented to the an- 
nual meeting of the N. A. B., which 
closed here today, by Philip G. 
Loucks, managing director, in pursu- 
ance of a resolution passed at the 
1934 convention in Cincinnati. 

The report outlines a comprehen- 
sive set of agency standards and 
methods of operation, but strongly 
recommends that the system not be 
put into effect until and unless the 
cost of the work is underwritten by 
member stations who will use the 
service. The initial cost of setting 
up the bureau was estimated by Mr. 
Loucks at $16,000, with the yearly 
cost of operation estimated at be 
tween $11,000 and $14,000, and the 
report declares that it will be neces- 
sary for a minimum of 125 sta- 
tions to agree to underwrite the ex- 
pense. 

Contemplated work of the N. A. B. 
agency recognition bureau would in- 
clude investigation of the financial 
stability and general qualifications of 
agencies, and publication of annual 
lists of approved agencies, supple 
mented by a monthly revision ser- 
vice. Agencies desiring recognition 
would be required to supply pertinent 
information on a form provided by 
the association. 

Proposed conditions governing 
agency recognition, as set forth in 
the plan, are as follows: 

1. Financial responsibility. To 
that end, the agency must furnish 
evidence of its financial responsibil- 
ity. It must have resources adequate 
to its needs and business practices 
that are sound. 

2. Demonstrated ability. The prin- 
cipals as individuals and the agency 
as an organization, must have dem- 


Apparently enjoying the NAB convention were M. R. Runyon, treas- 


TWO NOTABLES 


OF RADIO FIELD 


urer, Columbia Broadcasting System, and Arthur B. Church, KMBC, 
Kansas City, perennial chairman of the commercial committee. 


onstrated their ability to develop and 
serve advertisers and to render 
broadcast advertising service. The 
individual applicant must have pre 
sented satisfactory evidence of his 
or its integrity and financial ability 
to meet its obligations. 

3. Bona fide service. To the end 
that it may render bona fide eco- 
nomic service to advertiser and 
broadcaster alike, the agency (a) 
must be operating primarily in the 
agency field; (b) must not be preju- 
diced in its judgment of media or 
forms of advertising service by in- 
vestment or interest in any organi- 
zation engaged in the sale of adver- 
tising or its mechanics; (c) to in- 
sure the bona fide translation of the 
commission granted by the station 
into service, the agency must not re- 
bate, either directly or indirectly, 
any portion of its commission to any 
third party. 


Announcing 


THE APPOINTMENT OF 


JOHN B. WOODWARD 


NEW YORK, CHICAGO, 


DETROIT, KANSAS CITY 


SAN FRANCISCO 


AS NATIONAL ADVERTISING 


REPRESENTATIVE 


FROM COAST TO COAST 


The Minneapolis Tribune has been represented by 
John B. Woodward, Inc., for 18 years in the Eastern 
territory and for the past 4 years on the Pacific Coast. 


Cre Minneapolis Cribune 


FREDERICK E. MURPHY, Publisher 
Dominates the Minneapolis Market 


4. Cooperative tactics. The agency 
must be willing to establish a con- 
tinuing cooperation with the associ- 
ation—ready to give necessary, 
proper and accurate information as 
to its financial condition and meth- 
ods of operation upon reasonable re- 
quest. 

5. Duration of recognition. Final 
recognition will be granted only fol- 
lowing a probationary period. Recog- 
nition will continue for so long as 
the agency complies with the condi- 
tions set forth herein. 


Borrow St. Paul Rules 


In addition, the report recommends 
the inclusion of the following special 
conditions governing payment of 
commissions, taken principally from 
the rules of the Association of Twin 
City Newspapers and Radio Stations, 
Minneapolis - St. Paul organization 
which has been in operation for some 
time: 


“Station —- — —further states that 
the following conditions will govern 
the payment of commissions to recog- 
nized agencies: 

“1. No agency commission will be 
paid on accounts which the station 
has developed, and where the sales- 
man has secured the order and 
schedule prior to a recognized agency 
being appointed to handle the ac- 
count. Regular commissions will be 
paid, however, to a recognized agency 
on any subsequent contract schedule 
or service which may be placed 
through or performed by the said 
agency for the same account. 

“2. No agency commission will be 
paid for business placed at the sta- 
tion’s retail or local rate unless spe- 
cifically provided for on the rate 
card.” 

An interesting analysis of the 
present condition of agency recogni- 
tion within broadcast ranks is in- 
cluded in the report, which shows 
the practices of about 200 stations. 
Of these, 26 per cent grant recogni- 
tion on the basis of previous recog: 
nition by some other group of me- 
dium owners; 19 per cent have de- 
veloped their own standards, based 
principally on financing responsibil- 
ity; and 6 per cent use the Standard 
Rate & Data Service agency person- 
nel list as a basis of recognition. 

Five per cent rely on the advice 
of their station representatives; 3 
per cent use membership in the Four 
A’s as a criterion for recognition; 9 
per cent “admitted recognizing prac- 
tically any applicant”; and 7 per cent 
averred that they had no fixed policy 
in the matter. 


Radio Board for 
CBS Child Programs 


A committee of five has been named 
to pass on children’s radio programs 
broadcast over Columbia Broadcast- 
ing System. 


Members of the committee are| = 


TELLS COAL MEN 
CHANGING TIMES 
DEMAND ACTION 


Urges Dealer Promotion on 
Automatic Stoker 


Atlantic City, N. J., July 12.—Coal 
men are going to face more intensive 
competition for the home consumer’s 
fuel dollar than ever before, Marc G. 
Bluth, Chicago, executive secretary 
of the Committee of Ten of the Coal 
and Heating Industries, told the 18th 
annual convention of the National 
Retail Coal Merchants Association 
here. 

Mr. Bluth announced that several 
reliable and prominent companies 
are ready to announce the mass pro- 
duction of special designed gas boil- 
ers, which according to exhaustive 
laboratory and field tests will average 
90 per cent or better in overall effi- 
ciency under average operating con- 
ditions. The cost of this equipment 
to the user will be low enough to 
permit the average consumer to in- 
stall it on terms which will permit 
payment for the equipment out of 
savings in the fuel bill, he said. 

Mr. Bluth declared that the best de- 
fensive weapon for coal interests is 
the small automatic stoker. Manu- 
facturers of this product are working 
hard, but must have the dealers’ co- 
operation in sales and advertising, he 
warned. 


Stokers the Answer 


As proof of what can be done, he 
asserted that “though oil burner sales 
have increased considerably in the 
last three years, their ratio to small 
stoker sales has decreased from 13 
to one to about five to one. 

“There are about 250,000 stokers of 
all types and sizes operating in the 
United States today, burning both 
anthracite and bituminous. Last year 
there were 35,000 installations, and 
this year the indication is for 50,000 
more. This should equal or better 
the sales of gas house heaters. Lead- 
ing manufacturers predict that sales 
of stoker units will reach 100,000 and 
more in the next few years. When 
that happens the oil and gas men will 
get a taste of real competition.” 

Mr. Bluth declared that mail-order 
houses are now displaying and ad- 
vertising stokers, and that such large 
coal-consuming areas as St. Louis, 
Detroit, Cleveland and Pittsburgh 
have department stores which are 
now displaying stokers in their show 
windows and using advertising space 
to tell their advantages. 


Prosperity Is Aid 


“With better times returning, agi- 
tation for cleaner air will increase,” 
the speaker said. “The consumer is 
being slowly converted to the belief 
that smoke reduction puts dollars 
and cents in his pants pocket.” 

Another speaker pointed out that 
72 per cent of oil burner sales in 
Philadelphia in the past month were 
through Federal Housing Administra- 
tion loans, and that at least one in 
seven included a new boiler. 


RESOLUTER > 
ear 
‘a 


H. K. Carpenter, of WHK, Cleve- 
land, headed the important resolu- 
tions committee at the N. A. B. 
convention. 


Coincidence 


In Lamp Copy 
Noted in ‘Post’ 


New York, July 12.—One of those 
rare instances of ipsissima verba in 
advertising copy of two manufactur- 
ers of competitive products was 
brought to light today by a compari- 
son of an advertisement of the Gen- 
eral Electric Company’s Edison 
Mazda Lamps which appeared in the 
Saturday Evening Post of May 11 and 
a campaign series of advertisements 
planned by Hygrade Sylvania Cor- 
poration on Hygrade Lamps sched- 
uled to begin in the same magazine 
late in September. 

The Edison Mazda Lamp advertise- 
ment was one of a continuous cam- 
paign prepared and placed by Batten, 
Barton, Durstine and Osborn. 

The series scheduled for Hygrade 
Sylvania Corporation is being han- 
dled by Cecil, Warwick and Cecil. 


To Use Testimonials 


This campaign will consist of at 
least 12 testimonials of which that of 
McClelland Barclay is the first. 
Other celebrities who have con- 
tracted to appear in the series are 
Bobby Jones, Bill Tilden, Freddy 
Bartholomew, Ely Culbertson, Barney 
Oldfield, Jessica Dragonette, John 
Charles Thomas, Warden Lawes of 
Sing Sing, Ham Fisher and Gene 
Sarazen. Although plans are not yet 
definite, the campaign is tentatively 
scheduled for the Saturday Evening 
Post and Time. 


A la Byron 


Lord Byron may have had just 
such a contingency in mind when he 
wrote: 

“A ‘strange coincidence,’ to use a 
phrase 

By which such things are settled 
nowadays.” 

The Hygrade Sylvania campaign 
has been in preparation for several 
months and the final O. K.’s are only 
now being placed on it. 


TWO ADVERTISERS ON "PRECIOUS EYES" 


PRECIOUS EYES 
Vo need lo thrain Tham now / 


Mrs. Henry Breckinridge, Mrs. Har- at 


old Milligan, Mrs. William Barclay 
Parsons, Newel Edson and Gilson 


Gray. 


| Protect your Precious Eyes 
with proper lighting 


Don't take chances with your eyes by using anything 
jess than a standard quality lamp. Infenor hulls may 
save a few conts at the start —bet they won't give you the full 
porkage of light that your eyes demand 
Nest time, insist on Hygrade Lamps. These lamps are 
standard quality... and in the long run they it actually seve 
you moncy hecame they use only the proper amount of ciec 
tne power! Look for the Hygrade trademark when you buy 
larap bulbs, Hetver Light means Better Sight. Protect your 


HYGRADE SYIVANIQ CORPORATION, MAKEES ALSO OF SYLVANIA RADIO TUSE! 
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Total Advertising Linage 
YEAR OF 1934 


6,970,170 


Total Advertising Linage 
YEAR OF 1930 
4,527,265 


ae : ae mee 


How are we doing ? 
Carrying over 390% more 
Advertising Thank You / 


CY ==> Tue NEW YORK AMERICAN’S increased linage figures fairly shout the success of 
shrewd editorial judgment. Five years ago the American did not set out to build cir- 


culation alone. It aimed to gain more and better prospects for its advertisers among a 


certain desirable class of spenders, 


This required deliberate planning in editorial appeal to attract, not necessarily New 


York’s high income group, but more of New York’s active income group . . . the success- 


ful, free-spending heads of better-class growing families! 


More and more this strategy is winning its two objectives. Already it has gained 44% 
more quality circulation for New York American advertisers. And it has evolved a bril- - 


liant editorial formula that intensifies the interest of these readers. 


Of particularly vital importance is the greatly expanded woman’s department, a 
section that proved its wide following by enrolling over 14,000 members in the New York 


American’s Homemakers’ Club. 


This broader, better sustained editorial appeal is an extra value that quickly led food 
dealers, during May, to buy more linage in the New York American than in any other 


New York newspaper! 


New ork Awerican 


New York’s Most Interesting Newspaper 


CIRCULATION DAILY 324,316 A.B.C. (Larger, for example, than the Herald Tribune or The Sun) 
CIRCULATION SUNDAY 1,110,687 A.B.C. (A larger city and suburban circulation than the Times and the Herald Tribune combined) 
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ASCAP FIGHT 
IS CHIEF TOPIC 
OF CONVENTION 


(Continued from Page 2) 

However, with the government suit 
scheduled for trial June 10, Mr. Levy 
asserted, he sought the opinion of 
Special Assistant Attorney-General 
Bennett, in charge of the govern- 
ment’s case against ASCAP, as to 
whether, if it were possible for the 
N. A. B. to negotiate a better contract 
than their present one with ASCAP, 
the government’s case would be preju- 
diced. Mr. Bennett flatly declared, 
according to Mr. Levy, that negotia- 
tion of a better contract than that 
now existing would seriously hamper 
the government’s case, but that he 
had no objection to the N. A. B. or 
individual members negotiating new 
or renewal contracts with ASCAP, 
provided that these new or renewal 
contracts were not made on better 


NEWSPAPER-RADIO EXPERTS TALK IT OVER 


immediately securing a per piece 
arrangement from ASCAP. 

During the ensuing discussion, 
which waxed long and spirited, one 
of the interesting points brought out 
was whether or not arrangements 
with ASCAP could be made in such 
a manner that charges for music 
might be added to the advertiser’s 
bill, just as talent and other charges 
are now added. John Shepard III, 
for example, asked if the cost of 
music used on a commercial program 
could not be charged to the adver- 
tiser if the ASCAP contract provided 
for a percentage charge of the sta- 
tion’s gross, and Mr. Hostetler inter- 
polated that one of his principal rea- 
sons for favoring a per piece or meas- 
ured service charge was that the sta- 
tion could then sell music to adver- 
tisers in the same way it now sells 
talent. 

“If you were paying for music on 
a per piece basis,” he said, “you 
could then go to an advertiser and 
say: ‘If you don’t want music on 
your program there is no charge for 
it; if you want music like this it will 
cost you so much; if you want higher 
priced music it will cost you so much 
more; but in any event, if you will 
tell us exactly what you want, we 


Much in evidence at the NAB convention at Colorado Springs were 
Clarence Wheeler, WHEC, Rochester, the Gannett Newspapers’ 

station, and G. C. Hamilton, vice-president and general manager 
Levy thereupon, on June 4, secured) of McClatchy Newspapers and radio stations on the West Coast. Would GIN Advertiser 
from ASCAP five-year extensions of 


a Fred J. Hart, KGMB, Honolulu, 
their present contracts, and immedi- a ————=—=|earried this thought a step further 


ately thereafter, in a letter to the/tention of withdrawing from ASCAP, of any contract, on whatever terms,|with the suggestion that every 
membership, Mr. Levy announced the/|thus cutting down the available |on the eve of the trial of the govern-|ASCAP contract signed by a station 
signing of these extensions and urged | ASCAP catalog by almost 40 per cent | ment case, was definitely prejudicial |contain a clause making it a breach 
all stations to secure similar exten-|and further complicating the situa-/to that case, and strongly commended |of the contract for the station not 
sions. tion from the broadcasters’ point of |the per piece or measured service |to pass the cost of music on to the 
Some two weeks after the chains | view. |plan of payment for music as the|advertiser who uses it. 
and WCAU secured extension of their |only fair and logical method. He} Interpolated into the fiery discus- 
ASCAP contracts, the four music |intimated that signing of extensions |sion, which went on far into the 
publishing houses controlled by War- Mr. Hostetler, in his report, reit-| by the chains and WCAU had defi-|afternoon, were several appeals for 
ner Bros. served notice of their in-|erated his opinion that the signing nitely weakened the possibility of |a cessation of hostilities and adoption 


ean tell you exactly how much it 
will cost you.’” 


terms than the preceding ones. 
The two national chains and Mr. 


Gives Adverse Report 


_ KNX goes to 50,000 watts . - - 


° May 3, 1934 sft 


aterially extended. 


wuz, Service area ™ 


e mast 


_. KNX installs new singl art 


935 . 
ieee eri : a _. , signal efficiency . a _ 
; Entire eleven - 
mitter increased by 50% .-- Ent sid 


6 > rece tion oO 
da now report good 1 


vertical radi 
powerful trans 
ern States and Cana 


Je signal. 


KNX appoints Leonard E. L. 
tor of WABC, WJZ and WOR) 


Program standards hoisted to 


. ee e June 15, 1935 - 
Cox (formerly Program Director 
as station Program Director .- - 
tye new peak. 


wood 


_ KNX dedicates new Holly 


. eo July 15, 1935 - - RCA high fidelity speech 


99 
“Finest in the West” . 
t throughout. 


Studios . - 
input equipmen 


WHAT A COMBINATION! 


The Power to do the job . . . an ANTENNA that gets FULL MEASURE 
“on the air”... New STUDIOS that can “handle” ANY broadcast job... and a 
PROGRAM DIRECTOR second to none in the nation to handle YOUR show. 


THE “VOICE OF HOLLYWOOD” 
JOHN BLAIR «&CO.,National Representatives 


of a spirit of cooperation. Despite 
the length and vigor of the discus- 
sion, no conclusion on the ASCAP 
situation was reached, except that 
each individual station must now de- 
cide for itself whether it wishes to 
seek a renewal of its present ASCAP 
contract, or is willing to go along 
without such a renewal, pending com- 
pletion of the ASCAP trial, which 
has been recessed until November. 

The session broke up after adoption 
of Messrs McCosker’s, Levy’s and 
Hostetler’s reports had been made 
official, and after a rising vote of 
confidence in Mr. Levy had been ex- 
pressed. 

The meeting got off to a good start 
Monday morning with the presenta- 
tion of the presidential report of J. 
Truman Ward, WLAC, Nashville, 
addresses by Anning S. Prall, chair- 
man of the Federal Communications 
Commission, and Andrew W. Kruse, 
chief of the electrical division of the 
U. S. Department of Commerce, both 
of which are reported on in detail 
elsewhere in this issue, and the re- 
port of Philip G. Loucks, managing 
director. 

Reviewing association problems, 
most of which were explained in de- 
tail in reports of committees, Mr. 
Ward declared that gross sales of 
broadcasting time during the first 
four months of this year were 20 
per cent ahead of the same period 
last year, and that during that period 
retail time sales have increased 58.6 
per cent. In April retail time sales 
were 71 per cent ahead of the corre- 
sponding month of last year, he de- 
clared. 

Growth of Association 


The membership of the N. A. B. 
now totals 385, a gain of 40 during 
the year, Mr. Ward reported, and he 
concluded with a glowing tribute to 
the work of Mr. Loucks, who retired 
as managing director of the N. A. B. 
with the conclusion of the confer- 
ence, after almost five years of serv- 
ice. 

Mr. Loucks traced the growth of 
the association from 42 members in 
1932 to its present estate, explained 
the problems of setting up an agency 
recognition system, and advocated 
setting up state committees to keep 
in constant touch with legislation. 

During the past nine months more 
than 120 state bills affecting broad- 
easting have been introduced, he 
said, most of them concerned with 
taxes. In addition, a number of na- 
tional bills affecting broadcasting 
have been introduced, but none of 
these, with the exception of those 
affecting advertising as a whole, and 
the Duffey copyright bill, has reached 
the stage of committee hearings. 

The Radio Program Foundation, 
organized some time ago by the 
N. A. B. as a means of meeting 
ASCAP on its own grounds, has been 
inactive during the past few months, 
Mr. Loucks declared, and he urged 
its immediate resuscitation through 
appointment of a committee to fol- 
low through on the original aims of 
the association. 

The golf tournament Sunday for 
the silver cup offered by Broadcast- 
ing was won by Carl Hammond, 
KMO, Tacoma. Arthur Kemp, KNX, 
Hollywood, Cal., was second, and 
John Blair, Chicago, was third. 
These three finished in a triple tie, 
and played off for the cup Monday 
morning. 


Chicago Mail Order 


in Sensational Gain 

Sales of Chicago Mail Order Com- 
pany for the first half of 1935 
amounted to $11,196,000, 45.48 per 
cent ahead of 1934. 

Units handled were the greatest in 
the company’s history and sales were 
exceeded only by 1929. The company 
does a cash mail order business. 


Elect Cole 


Alan S. Cole has been elected vice 
president of Breskin Charlton Pub- 
lishing Company, New York. 
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N. A. B. DIRECTOR 


Gardner Cowles, Jr. 


PABST-ETT IN 
NEW DRIVE ON 
CHILD MARKET 


Baseball Contest Featured 
in Comic Sections 


Chicago, July 11.—As the opening 
gun in a hard-hitting campaign to 9 


sell Pabst-ett to the immense but 


heretofore uncultivated child market, 
Pabst-ett Corporation will begin a 


spectacular new advertising cam- 


paign in the comic sections of eleven 


Sunday metropolitan newspapers on 
July 14, to be followed on July 21 


by half-pages in The Comic Weekly. 


The campaign features an easy-to- 4 
contest with 5,000 “ 


enter baseball 
baseballs and soft balls as prizes. 


All balls will bear the autograph of 


Carl Hubbell, 
southpaw. 


To enter the contest, boys and girls 
are asked to write a short letter tell- 
ing why they prefer a certain posi- 
tion on their baseball teams. The top 
of a Pabst-ett package is to accom- 
pany each letter. 

In addition to the 5,000 baseball 
prizes for winning letters, a free 
booklet, “How to Win in Sports,” 
which includes tips on big-league 


New York Giants’ 


pitching, tennis strokes and correct 


form in swimming, will be sent to 
every entrant. 
The Pabst-ett Corporation has been 


impressed for many years with the 
appeal Pabst-ett has for children, ac- 


cording to Arthur Ruckert, sales 8 What Florida newspaper delivers the Jacksonville urban market, the immediate 
*" suburban area, the best buying power in a broad retail trade area . . . and then, for 
good measure, gives advertisers a definite statewide sales influence? Answer....... 


manager. The new campaign marks, 


however, the first time that the prod- 
uct has been advertised directly to 


youngsters instead of to mothers. 
Address Mothers Too 


Because recent surveys indicate 
that comics have not only exception- 
ally large readership among children, 
but adults as well, a section of each 
advertisement is being addressed to 
mothers, in the form of a short con- 
tinuity strip. 

It shows mothers how easy-to-pre- 
pare Pabst-ett sandwiches offer an 
ideal solution to the bothersome 
problem of child lunches. The appe- 
tite appeal is stressed, and mention 
is also made of the contest. 

In addition to reprints of the ad- 
vertisements, grocers are being sup- 
plied with colorful window posters, 
as well as Carl Hubbell counter dis- 
play baskets and entry blanks. 

The contest prizes are the Wilson 
Official League baseball and the Wil- 
son Standard soft ball, “the costliest 
balls ever offered in any contest,” 
the advertising will state. 

Needham, Louis and Brorby, Inc., 
Chicago, prepared the campaign. 


Leaves “Digest” 


Arthur S. Draper, editor of the 
Literary Digest for the past two 
years, resigned July 15. Mr. Draper 
was formerly assistant editor of the 
New York Herald Tribune. 


B. & B. Realigns Reps 
on C-P-P Accounts 


Chester W. Dudley, Jr., Benton & 
Bowles, New York, has been made 
account representative on Palmolive 
soap and in addition will act as gen- 
eral assistant to James S. Adams, 
vice-president and general manager 
of the agency, on all Colgate-Palm- 
olive-Peet accounts. 

C. Frederic Ball continues on all 
products of the toilet articles divi- 
sion of Colgate-Palmolive-Peet Com- 
pany and Blount Slade, the packaged 
and laundry soap lines. 


Muter Names Agency 


Muter Company, Chicago, manufac- 
turer of radio and electrical special- 
ties and humidifying equipment, has 
appointed Ford, Browne & Mathews, 
Chicago, as advertising counsel. A 


Fruit Dispatch 
Finds New Market 


New York, July 12.—A 400- 
line advertisement running in 
today’s “World-Telegram” for 
the Fruit Dispatch Cmpany is 
a direct reaction to the report 
of more than a dozen cases of 
blindness in San Francisco said 
to have resulted from use of an 
anti-fat drug. Copy recom- 
mends the banana and 
skimmed milk diet, stating that 
it has been appoved by medical 
authorities. 


campaign now running in radio trade 
papers will be expanded to include 


consumer space by fall. 


Mumm, Agency Chief, 


Implement Director 

Col. William M. Mumm, president 
of Mumm, Romer, Robbins & Pear- 
son, Columbus agency, has been 
elected a director of New Idea 
Spreader Company, Coldwater, O., 
and Sandwich, Ill. 

Col. Mumm handled the company’s 
advertising for 25 years and has been 
closely connected with its sales work. 
‘His new office is a mark of apprecia- 
tion for services rendered. 


Liquor Copy Banned 


in Harrodsburg 
Harrodsburg, Ky., has passed a law 
banning advertising of intoxicating 
liquors within the corporate limits 
of the city. 
The prohibition applies to all 
forms of advertising. 


‘*‘Farm Journal’’ Creates 
Sales Organization 
Graham Patterson, new publisher 
of .Farm Journal, Philadelphia, has 
announced appointment of W. B. 
Wiemers as. Western advertising 
manager at Chicago. Jack Walker 
has been transferred to New York 
from Philadelphia. 
Mr. Wiemers has been Western 
manager for Associated Farm Papers. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V.. 116 S. Mich. Blvd., Chicago 


ANOTHER TEST 
FOR SPACE BUYERS 


1 What Florida newspaper, reaching four out of five homes within Jacksonville's city 
* limits, also provides blanket coverage of the city suburbs? Answer 


What Florida newspaper reaches 50 per cent of the homes in towns and communi- | 
" ties within its home county? Answer 


3 What Florida newspaper exerts a dominant influence on rural readers within its ‘ 
"county? Answer............ 


What Florida newspaper brings a quick and profitable response from dozens of 


prosperous towns lying within its trading zone in southeastern Georgia and northern. 
Florida? Answer............ 


4 What Florida newspaper has approximately 25 per cent of all morning newspaper 
" circulation in Florida; approximately 14 per cent of all daily circulation, morning 


and evening; 20 per cent of all Sunday circulation? Answer......... 


Answer....... 


New York 


6 What Florida newspaper is equipped to do high-grade color printing at an addi- | 
" tional cost of one cent a line for two extra colors; two cents for three extra colors? 


7 What Florida newspaper carries a large volume of state news for its statewide read- 
“ership? Answer............ 


The answer to every one of these questions is "FLORIDA TIMES-UNION." And 
whenever any question arises concerning advertising in Jacksonville and its trade terri- 
tory the immediate and final answer is also "TIMES-UNION." 


Che Mlorida Cimes-Union 


Gam» LARGEST CIRCULATION IN JACKSONVILLE 


Daily — FLoRIDA’s LARGEST NEWSPAPER 5¢ 


Represented Nationally by REYNOLDS-FITZGERALD, Inc. 


Chicago 


GARNER & GRANT, Atlanta, Georgia 


Detroit San Francisco 
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BROADCASTERS 
ADVISED TO DO 
OWN REGULATING 


Progress Has Been Made, 
Says FCG Chairman 


Colorado Springs, Colo., July 10.— 
Declaring that while the Federal 
Communications Commission is de- 
termined to clear the air of objec- 
tionable programs, it has every in- 
tention of being reasonable and fair, 
Anning S. Prall, FCC chairman, ad- 
vised members of the National Asso- 
ciation of Broadcasters to clean their 
own house through a competent sys- 
tem of self-regulation. 

Speaking at the opening session 
of the thirteenth annual N. A. B. 
convention at the Broadmoor Hotel 
here Monday, Mr. Prall held out 
hopes for adequate compensation te 
broadcasters for such voluntary 
house-cleaning. “Under the law,” 
Mr. Prall reminded the broadcasters, 
“the FCC may issue station licenses 
for any period up to three years. 

“At present, there is a resolution 
pending before the commission to ex- 
tend the present six-month license 
term to one year. I do not know 
what will happen to this resolution, 
but I can see no good reason why 
the proposal should not be given 
serious consideration. It is my 
hope that when you convene again, 
one year hence, you will report the 
broadcasting industry without an 
exception as having attained the 
goal of clean programming. Having 
accomplished that purpose, you 
should then take up for considera- 
tion and presentation to the com- 
mission your claim for granting 
longer term licenses.” 


Denies Censorship 


Despite the fact that stations 
must now secure license renewals 
every six months, Commissioner 
Prall branded as “sheer partisan 


propaganda” any intimation that 
“broadcasting stations have been 
coerced or intimidated,” or “that 
there has been the slightest degree 
of censorship invoked upon net- 
works by the administration or our 
Commission.” 

The job of cleaning up radio pro- 
grams is radio’s most important 
task, Mr. Prall declared, asserting 
that if the broadcasters do not de- 
velop an efficient system of self- 
regulation, there is a strong possi- 
bility that Congress will enact pro- 
gram restrictions into law. Mr. Prall 
went so far as to suggest the advis- 
ability of a “czar” for the broadcast- 
ing industry to pass upon doubtful 
programs. 

“Even in the past few months 
progress has been made in freeing 
the air of objectionable programs 
and strengthening friendly radio re- 
ception in the American home,” Mr. 
Prall said. “You will also agree that 
in the final analysis the industry 
can rely on the strong arm of the 
Commission to protect it against 
its unscrupulous brother within its 
own ranks” 

Defining radio as “an ultra-modern 
combination of journalism, theater, 
public rostrum and school house,” 
Commissioner Prall declared that “it 
was difficult for me to reconcile 
some of the programs heard with 
this concept. To me there are many 
commercial medical and children’s 
programs which do not accord with 
good taste.” 

Therefore, on taking office in Jan- 
uary, Mr. Prall said, he proceeded 
to expedite the handling of cases 
which seemed to violate the require- 
ment of serving public interest, con- 
venience and necessity, with the re- 
sult that during the past five months 
there has been a wholesome clean- 
ing up. 


Commission Is Justified 


“Stations have taken the view that 
the needed result can be obtained by 
self-regulation,” he continued. “That 
is well. We on the Commission are 
gratified. The job has not yet been 
completed, but we do feel that a 
start has been made. 

“We would not have you believe 
that all broadcasting stations have 
been transgressors. Far from that. 
We felt that the entire roster of 


PROOF or rue ALERTNESS 


and STABILITY 


of the FREE- 


SPENDING Akron Market... 


is furnished by the Media Records First 50 Report 
Evening Newspapers for the first five months of 1935. 
This report shows the Akron Beacon Journal 
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AKRON BEACON JOURNAL 


A metropolitan newspaper in a very alert market. 


Member A.B.C.—A.N.P.A. Major Market Newspapers, 
Inc. Represented by Story, Brooks & Finley. 


AT DU PONT SHOW 


This huge blow-up of a page ad- 
vertisement in "Vogue," for du 
Pont Acele, cellulose acetate ma- 
terial, is featured in the du Pont 
chemistry show in Chicago. 


more than 600 stations was being 
penalized by the sins of a decided 
minority who failed to recognize 
their obligations to listeners. We 
have discovered that a large num- 
ber of stations have been rejecting 
programs in which the commercial 
continuities were overdone, or the 
products questionable. 

“Particularly gratifying to us has 
been the leadership of the national 
networks. They have responded 
admirably, and we hope they will 
continue to lead the way in this 
sensible self-regulation.” 

Turning to a discussion of what 
will happen to stations which have 
been cited for objectionable pro- 
grams, Mr. Prall declared: 

“We do not have in mind deletion 
of stations which can show that the 
programs complained of did not con- 
stitute the major part of their pro- 
grams, or which have since taken 
steps to clean up; but we will not 
condone gross and willful infrac- 
tions. 

No Blanket Ruling 


“It can be said also, that the Com- 
mission has not and does not intend 
to prohibit the advertising of any 
and all medical products over the 
air. It does not have the power to 
do so, because it can exercise no 
censorship whatever. If a product 
is legitimate, and if it is advertised 
in good taste without false or de- 
ceptive statement, then there is no 
reason why the account cannot be 
accepted by the station. But the 
broadcaster must be the judge.” 

Mr. Prall addressed a paragraph 
to advertisers and agencies, point- 
ing out that they would harm their 
own interests if they insist upon 
foisting upon radio stations adver- 
tising copy which cannot be run in 
newspapers or magazines. He also 
suggested that the projected coop- 
eration of the N. A. B., the Four 
A’s and the A. N. A., to set up re- 
liable circulation data for the indus- 
try be broadened to include a co- 
operative movement “for safe, sane, 
clean and dependable continuities.” 


Agency to Promote 


Ice Cream in Sweden 


Peel, Denton, Palmer & Hanscom, 
Inc., Boston, has been engaged to 
make a market survey of Stockholm, 
Sweden, and to organize an advertis- 
ing campaign for the Superba Ice 
Cream Company, Stockholm, which 
recently introduced American ice 
cream to Sweden. The company is 
financed by American capital. 

Henry W. Palmer, Jr., a vice-presi- 
dent of the advertising concern, left 
July 8 to undertake preliminary 
work on the account. He will be in 
Europe for seven weeks. Mr. Palmer 
will also determine possible markets 
for American products, including 
mayonnaise and doughnuts, and se- 
cure data on European products suit- 
able for promotion in America. 


Swift to Open New 


Planography Plant 


John S. Swift Company, Inc., pion- 
eer in the planographing field, will 
open its fourth plant at 36 S. Penn- 
sylvania St., Indianapolis, Sept. 1. 

William A. Atkins will be man- 
ager. The company operates plants in 
St. Louis, Chicago and New York. 


DU PONT STAGES 
CHEMISTRY SHOW 
FOR CHICAGOANS 


Ties Up with Store on Large 
Exhibit of Products 


Chicago, July 11.—Dramatizing 
the part that chemical research 
plays in the creation of new and 
improved products, an extensive ex- 
position, “The March of Chemistry” 
was launched at Marshall Field & 
Co., this week by E. I. du Pont de 
Nemours & Co., Wilmington, Del. 

The exhibit is designed to show 
consumers how du Pont chemical 
products are made, how they are 
used, and how they serve, often in 
an unseen way, the ultimate con- 
sumer. 

“The March of Chemistry” show 
marks a high point in cooperative 
effort between manufacturer and re- 
tailer to educate consumers, since 
this is the first time that Marshall 
Field & Co. has ever joined with a 
single manufacturer in such an am- 
bitious project, and is also the first 
time that du Pont has ever cooper- 
ated with a retail outlet in exhibit- 
ing a representative group of its 
products. 

It is expected that the exhibit 
will build a consumer demand for 
products which incorporate du Pont 
inventions, such as the Pyraheel 
scuffiless heel covering for shoes, as 
well as for products made by du 
Pont, such as du Pont paints, var- 
nishes, and enamels. 


Show Uses of Line 


Twenty-one manufacturing divi- 
sions of the du Pont organization 
are showing their products in the 
exhibit, which occupies large space 
on the fourth floor of the store. Em- 
phasis is laid on how these products 
enter into finished articles, contribu- 
ting to their beauty, value and utili- 
ty. Each booth has been supple- 
mented with displays of modern 
merchandise, comprising a_ store- 
wide selection from the stocks of 
Marshall Field & Co. 

In addition to these products, 
which du Pont itself markets in 
finished form, hundreds of other 
articles, made by other companies 
wholly or in part from du Pont 
materials, are displayed. 


One of the largest sections in the 
exhibit is devoted to products enter- 
ing the textile and fashion fields, 
such as du Pont rayon, a viscose 
yarn, and Acele, an acetate type. 
Dolls are displayed, clothed in actual 
models of current dress fashions of 
Acele. Fashion shows, with manne- 
quins modeling garments of du Pont 
rayon and Acele are part of the ex- 
hibit program. 

Among other products and mate- 
rials shown are Tontine washable 
window shades, Velvetex cushion 
underlay for rugs, the Dulux finish 
as applied to refrigerators and 
streamlined trains, and Fabrikoid 
for goods ranging from luggage to 
women’s handbags. 

Other displays show Remington 
Arms Company products, du Pont 
photographic products, du Pont 
Cel-O-Glass, used for illuminated 
signs, and the varied applications of 
Cellophane. 

A large color fountain dominates 
the exhibit. Cascades of colored 
light descend through tubes and 
terminate in miniature examples of 


ONLY ONE HOLE 


New display developed by A. P. Phil- 
lips Co., Orlando, Fla., for one-hole salt 
shaker produced by Ever-Dry Products 


Co., Clermont, Fla. The Diatomite top 

prevents clogging. Over 60 million salt 

and pepper shakers are sold in this 
country every year. 


the use of color—the modern home, 
automobiles, luggage, boats, fabrics, 
and paper. 

The importance of color as a 
barometer recording the spirit of 
the times is illustrated by two “auto- 
mobile color index charts” on dis- 
play. Black was little favored by 
buyers of new cars in the boom 
years of 1927, 1928, and 1929. In 
1930 and 1931, black gained more 
favor, but lost ground in 1932 and 
1933, while blue, gray and green 
advanced in consumer preference. 

The exhibit is the du Pont com- 
pany’s solution of a problem which 
faced it as a large-scale chemical 
manufacturer. Approximately 95 
per cent of du Pont’s output is con- 
sumed by converters or other indus- 
tries, often appearing in finished 
articles in forms that cannot be 
readily identified by the public. 

Since du Pont products and ma- 
terials may be found in almost every 
department of the store, the tie-up 
offered an unusual opportunity for 
display of a large variety of products 
in connection with educational ex- 
hibits showing their chemical back- 
ground. 

“The March of Chemistry,” which 
will be exhibited here until July 28, 
will be shown at department stores 
in the East, and possibly at special 
shows in New York and New Eng- 
land. 

Wm. A. Hart, director of du 
Pont advertising, and R. A. Apple- 
gate, assistant director of advertis- 
ing, superintended installation of 
the displays here. 


Private Schools, Club 
Appoint N. W. Ayer 


N. W. Ayer & Son, Inc., Chicago, 
has been appointed to handle adver- 
tising of Sherwood Music School, 
Chicago. 

Miss Barry’s Foreign School, Flor- 
ence, Italy, The Secretarial School, 
Cambridge, Mass., and Huntington 
School and Curry School of Expres- 
sion, both of Boston, have placed 
their advertising with the agency’s 
Boston office. Advertising of the An- 
nie Wright Seminary, Tacoma, Wash., 
will be handled by the agency’s San 
Francisco office. 

The Ayer organization also has 
been appointed to handle advertising 
: Oyster Harbors Club, Osterville, 

ass. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 


2 § ‘bound 5th edition of ‘Reserve Illustrations. '’ Over 


1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


FA UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 
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ADVERTISING AGE 


0. SOGLOW 


GETTING THE OLD WOMAN HOME 


Perhaps you remember the yarn about the 


old woman whose pig would not jump over 


the stile. 


There was absolutely nothing doing until— 


It’s 


The cat began to kill the rat, 

The rat began to gnaw the rope, 
The rope began to hang the butcher, 
The butcher began to slay the ox, 
The ox began to drink the water, 
The water began to quench the frre, 
The fire began to burn the stick, 
The stick began to beat the dog, 
The dog began to bite the pig, 

And the pig jumped over the stile. 


very much the same in modern mar- 


THE 


keting until the aid of The New Yorker is 
invoked. Then 


The New Yorker begins to sell New York, 


New York begins to sell the leading trade 
centers, 


The leading trade centers begin to sell the 
smaller towns, 


The smaller towns begin to sell the rest of 
the country, 


The pig jumps over the stile, 


And the old woman — meaning the advertised 
product — gets home 


It sounds complicated, but it really isn’t. 
In this country of ours goods move in a 
certain known direction along certain 


known paths. ‘The New Yorker starts them. 


NEW YORKER 


25 WEST 4sth STREET »- NEW YORK 
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Advertisers and the Duffy Bill 


There is now pending in the United 
States Senate the Duffy copyright 
bill, one of the chief features of 
which would eliminate the present 
fixed penalty of $250 for violation of 
copyright. The measure is of direct 
interest to all advertisers who use 
the radio, and who use copyrighted 
musical compositions in their pro- 
grams. 

The enactment of the Duffy bill 
into law is not expected at this ses- 
sion of Congress, but its passage now 
by the Senate would pave the way 
for similar action by both houses at 
the next session. Its enactment 
would represent a definite curb upon 
what it is alleged is the excessive 
charges made against broadcast ad- 
vertisers by the American Society of 
Composers, Authors and Publishers. 
The chief opposition of course comes 
from ASCAP. 

The United States Government now 
has a suit pending, the object of 
which is to compel ASCAP to mod- 
ify its present method of pooling 
copyrights of musical productions 
and assessing a gross tax upon broad- 
casting revenues for the privilege of 
using any of this material. A more 


competitive method of fixing the 
charges for radio use is sought. 

While the broadcasters are primar- 
ily concerned with the copyright bat- 
tle, which has been waged for sev- 
eral years, advertisers are directly 
concerned, since in the end they pay 
the freight. If the present charges 
are excessive, as alleged, then the 
cost of broadcasting is higher than 
it would be otherwise. Consequently 
advertising interests might well con- 
cern themselves with the promotion 
of the Duffy bill, as well as develop 
more than an academic interest in 
the fate of the government suit 
against ASCAP, which was recently 
continued until November 10. 

Because of the imminent expira- 
tion of ASCAP contracts both NBC 
and Columbia, as well as several in- 
dependent stations, have renewed for 
five years their present agreements, 
but this is not an indication that 
they are satisfied with the status 
quo. Advertisers who employ the ra- 
dio will follow closely further devel- 
opments in the copyright situation, 
which touches them as directly in 
determining one of the factors in 
broadcasting costs. 


Self-Regulation Is Effective 


Anning S. Prall, chairman of the 
Federal Communications Commis- 
sion, asserted in his address before 
the convention of the National As- 
sociation of Broadcasters at Colorado 
Springs last week that broadcasting 
stations have demonstrated their 
ability to regulate themselves in the 
field of controlling objectionable ad- 
vertising. 

He suggested a continuation of 
their efforts through the establish- 
ment of a central authority which 
would pass upon questionable adver- 
tising material and advise stations 
regarding its acceptability. While 
Mr. Prall emphasized the fact that 
the commission has no direct powers 
of censorship of programs, commer- 
cial or otherwise, he made it clear 
that it would look with favor upon 
such a method of handling the diffi- 
cult problem of advertising control 
particularly in view of the probabil- 
ity of drastic legislation on this sub- 
ject, such as the Copeland bill, in 
the event that voluntary action is 
not applied. 

Chairman Prall’s remarks might 
well have been addressed to owners 
of all mediums, as well as broad- 


casters, and to all classes of adver- 
tisers, as well as those who use the 
radio. The problem of eliminating 
objectionable copy is not confined to 
any one medium, nor to any particu- 
lar classification of advertising. Nor 
is it one which will be solved satis- 
factorily by legislation alone. It can 
be met most satisfactorily from the 
standpoint of advertisers, owners of 
mediums and the public, by the co- 
operative effort of the mediums, plus, 
of course, enlightened action by as 
many groups of advertisers as find 
it possible to organize for effort 
along this line. 

The endorsement by Commissioner 
Prall of the plan of centralized con- 
trol through a bureau which would 
serve an entire group of mediums, 
and would give them authoritative 
information regarding both products 
and copy, is also significant. It re- 
veals, from the standpoint of a Fed- 
eral administrator, appreciation of 
the superiority of a system of vol- 
untary control, organized and oper- 
ated by the mediums of advertising, 
over the necessarily burdensome, te- 
dious and expensive means of enforc- 
ing regulation of advertising by law. 
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—lUnited Features Syndicate. 


"What have you to take the place of exercise?" 


Voice of the Advertiser 


Burlesque Copy 
by Whiting-Plover 

To the Editor: We notice in your 
issue of July 8th that the following 
paragraph appears: 

“Parker-Young Company, paper 
manufacturers of this city and Lin- 
coln, New Hampshire, has just con- 
cluded what is said to be the first 
burlesque advertising campaign in 
the history of the paper industry.” 

While we have been enjoying the 
Parker-Young Company campaign for 
some time, the enclosed proofs indi- 
cate that we have also used the bur: 
lesque type, and we believe effectively 
from the comments and reactions we 
secured with it. 

The word “Letteritosis” was coined 
for the campaign and has been car- 
ried through a great part of our ad- 
vertising since. It expresses a con- 
dition that no other phrase seems to 
connote, and does it in such a way 
as to irritate nobody. 

R. F. BELLACK, 


Adv. Mer., Whiting-Plover Paper 
Co., Stevens Point, Wis. 


, | 


That Coast Convention 

To the Editor: We greatly appre- 
ciate the publicity given to our 32nd 
annual convention of the Pacific Ad- 
vertising Clubs Association in your 
July 1 issue. It is a fine tribute to 
our organization. 

Enclosed find check for $1 for 
additional copies of this issue which 
I wish to send to some of my friends 
who were unable to be with us at the 
convention. 

D. R. MINSHALL. 
Foster and Kleiser Company, 
San Diego, Cal. 
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Mercer’s Criticism 


of Critics Applauded 

To the Editor: Thought you might 
be interested in two letters I received 
in response to my blast against ad- 
vertising critics. 

Miss Margaret H. Lewis, vice-presi- 
dent of the Los Angeles Advertising 
Association of Women, wrote: 

“Your letter appearing in the May 
20 issue of ADVERTISING AGE expressed 
so concisely my own frame of mind 
about all the varied uproars to which 
we are subjected by advertising folk 
in. defense of advertising, that I 
cannot resist the temptation to write 
thanking you for it. 

“Advertising people seem as uncer- 


“LETTERITOSIS" 


EVEN HIS SECRETARY 
WOULDN’T TELL HIM 
---he had Letteritosis* 


Letteritesis® is a new disease... very 
e contagious and very harmful. A great 
many business firms caught it along with 
tsrrearvous. the rest of the “gloom” epidemics . . . 
They started buying price instead of 
sound, economical merchandise. 


Letteritesis® is caused by using™ fac- 
tory-form” ordinary paper on letter- 
heads and other documents that must be 
durable and reflect the character of the 
firm. Factory-forms have their place ...as 
factory-forms. Temporary records have 
their place ...as temporary records . . . 
And ARTESIAN BOND, a fine 
paper, is designed to do impressive let- 
terhead service with real economy. 
WHITING-PLOVER PAPER COMPANY 
Point, Wis. 


Disease which ene leading role 
in Whiting-Plover campaign. 


tain of their own place in the busi- 
ness world as do climbers in the 
social world. I’ve decided the reason 
is the same—a worry that they may 
not really ‘belong’ and an _ uncon- 
scious lack of knowledge of what it’s 
fundamentally all about. 

“Regardless of their expert knowl- 
edge of the technique of the profes- 
sion, many defenders of advertising 
begin with widely diversified ideas of 
what they are defending, so that the 
discussion often gets down to the 
level of a parlor argument on com- 
munism or ‘companionate marriage,’ 
with much exchanging of superficial 
viewpoints and no one really know- 
ing just what the subject really is. 
Personally, I have long ago realized 
my inadequacy to express myself on 
my pet ‘peeve’ but was certainly 
pleased to see it so well expressed 
by you.” : 

And Victor F. Hayden, executive 
secretary of the Agricultural Pub- 


|lishers Association, Chicago, had this 
| to Say: ’ 

| “You hit the nail squarely on the 
head in your letter which appeared 
in the May 20 issue of ADVERTISING 
AGE. 

“Advertising is a primary element 
in business and will exist in some 
form or another no matter how active 
its critics may be. 


“As a matter of fact, the people 
who believe they are criticising ad- 
vertising are not thinking clearly. 
What they are really doing is criti- 
cising certain methods of advertising. 
It is the same as though someone 
were to say that salesmanship should 
be abolished because he did not ap- 
prove of high pressure or some other 
form that the salesmanship might 
take. 

“This thought has been in my 
mind ever since it became fashion- 
able to attack advertising and you 
have expressed it so clearly and 
forcibly that I want to congratulate 
you.” 


C. C. MERCER, 
Meldrum and Fewsmith, Inc., 
Cleveland. 
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Selling Goods with 
Related Merchandise 


To the Editor: We are promoting 
the sale of two of our most popular 
package items this summer by tying 
them up with related merchandise. 
One of these items is the one-pound 
package of picnic cookies, an assort- 
ment of five delicious cookies in a 
one-pound package that has always 
been a big seller. 

We decided that if we could get 
the dealers to build a display of pic- 
nic items, using the picnic package 
as a background for the display, we 
could get a much better location in 
the store and the display would stay 
up longer because it would be selling 
a large variety of profitable summer 
items. 


To accomplish this we designed a 
counter display card that had as its 
main theme picnics and picnic needs 
—it was not predominantly a sales 
ecard for our package of Picnic 
Cookies. 


The illustration on the card showed 
a refreshing summer scene with a 
typical family having a picnic. At 
one side of the card we listed a num- 
ber of picnic items such as fruit, 
sausage, pickles, salad dressing, mus- 
tard, etc. The Picnic package was 
displayed in the base of the card 
and in the lower left hand corner 
was a place for the dealer to fill in 
the price. The card plus the package 
of the Picnic Cookies made a very 
attractive and suggestive background 
for a general picnic display. 

In addition, we packed four paper 
napkins in each package of Picnic 
Cookies as an additional logical tie- 
up. These napkins were also dis- 
played on the counter card. 


The big majority of dealers imme- 
diately sensed the possibilities this 
combination selling plan afforded 
and many attractive displays are now 
working for us in hundreds of gro- 
cery stores throughout our trade ter- 
ritory. 


We have also used this combination 
selling idea in our newspaper and 
radio advertising by illustrating and 
mentioning other items in the ad 
and by suggesting other picnic needs 
in our radio continuity. Nothing we 
have ever done has elicited such 
whole-hearted dealer support and 
enthusiasm. 


In addition to enjoying splendid 
sales results, we have built up good 
will among our dealers because they 
appreciate our efforts to help them 
sell other merchandise in connection 
with our own. 

Salesmen representing the manu- 
facturers of other food products suit- 
able for picnics have coonerated with 
our men in building displays and 
keeping them in condition. 

We are promoting the sale of 
Wafer Flakes, a dainty salad cracker. 
in a similar way by featuring it in 
connection with salad dressing to be 
used on crisp summer salads. 


RoperT A. JOHNSTON. 
Adv. Mer., Robert A. Johnston 
| Co., Milwaukee. 


: ; ees — . ms. ae etd < pie pe Sat: Sigs, <i | oy whe M, A Cn tod ee i] a ee Se Say Pa ee 
aa x i rs 
ieee | ee |S 
* Se ee ee 
| ei eee ee 
Aaa 7 ae RK os rae oa = 
5 5 Eee; eos Se At —. aoe oo 
z : z= r Se ~ 
: it’ ayer oe i eg! AE "ee vat } 
oe ee ee eee lfi535 Wa BEES 1) a : ae some ‘gles 
i a aa ¢ — : ea the oF aoa 
ys ig eee *, ¢ ; es € fdeke fi 9 F] ING _ 
Ree ee ..Tel. BRyant 9-6432 hel er "4 Pe, aii 
oti te ee w= PP “Sima | > Sere. pS , 
ys ee: Pe pe et ee) a | | ore @@ oT DMF vivre Ee 
ee : | ee ge nc ee DE lems toc | | 
Fist Wem | Sy eS } 
* SS NE iS OR na ) 
| wy <= «dy hy ies, RED 
ae Bo, 2aRRON es 
Ss Fah om | | re 6 £5 dale * i = | —_ 
eg na. ecw,’ ~ > VAT 1 rr ; ee ns 8 
4 SSSSSSSSSSSSS=[==== foe Be a Fes 
=. | jd At eg ae x yo aw Fh £& Ey atin Sg] (2) 
eee ee EES era Won 
saci | es 5 Se eee u fol 
Paar ag : ~ b PON Se oa a RP 
i r ee ay (f ; é . " ; bis ime te 4 = Ms ~— oes ™ 
ae SS. st MM. fe oe ne Gite Bee Ge ie a= 
Agee! ee week , SEA ee ae ee 
a i ai My ie Ae NT nea ii | ccna 
Ne cae: Aes kd. Re ee ee 
os re BE ri Vai. one HOE Fy ene 4 me SS 4.9 
ro ' e - = aE EES © oe a q 8 wien. 8 A. Ee 
bh | | . fs eae Sega ae caer Fine sot : 
Shon ae ae Le a fo { 2 CoRR SN ia 
eaiarl } BY i“ i ee ee Bae a | . 
| ee Mh ie angeey Ne ae SS 
Spa: peal tmacaer ina. in Kale ai Me gee nee nmin emma i ~ So tie ga “hhh ~ 
Me a Tears) | 
- | 
fT rrrrrrti(‘(‘ ‘(COR 
ee | 
| | 
| 
| 2 ee a Oe OC OT | 
| PE | 
| —$ $$$ ____—_ | 
| | 
s | © | 
fea aes 
ic | ( °/ W £: | 
se | i 7 . | 
i | — x 7 | 
) cA DD) | 
Pinar sR ie 
oe 
es OW Oo 
eis a | | 
ea a | | 
has, 
| | a | 
ot vig: eg 
| | | | ia ee | 
: Remedy: | 
ae ‘ Vv 
Sai | Prescription filled by all good printers. | 
| —= a 
7 
_ 
: 
\ 
_ a 
i 
Ee aOR? Ver ee ee he Th aa reat: TO SN oe aie ds ac ai ad el co ee St eee a ee el ete Cs edie Us cen ae berger cite edna oan RSL OCT gs Tay Se Be Ace ema 


July 15, 1935 ADVERTISING AGE 


) 3 The BoarD of DIRECTORS 


or NEWS-WEEKune. 


y 
have the pleasure of announcing 
the appointment of 
F. Du Sossorr Doxe 
formerly ADVERTISING MANAGER 
» 


THOMAS J. C. MARTYN, CHAIRMAN 


J. F. BRESNAHAN HAROLD CHILDS HOWELL VAN GERBIG 
WARD CHENEY S. WINSTON CHILDS EDWARD L.REA 
WILTON LLOYD-SMITH. 
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Shows Shill of 


“Stage” Photographers 
Stage, New York, has published a 
book entitled “Bring ’em Back Alive,” 
a collection of pictures illustrating 
the skill of Stage photographers in 
capturing the zest or spirit of a pic- 
torial subject. 

Shown in contrast are photographs 
of the old Floradora Sextet, taken 
many years ago, and a recent Stage 
photo of “Anything Goes,” the revue. 
Ina Claire and Fannie Brice are 
among others pictured. Both action 
scenes and portraiture are repre 
sented. 


Rubber Firm Repeats 


Historic Poster Idea 
United States Rubber Company, 
New York, maker of U. S. Royal tires, 
has started presentation of New 
Enxgland’s colorful history on a series 
of painted highway bulletins mark- 
ing historic spots on hard-surfaced 
roads in New England states. 
Decision to erect the bulletins fol- 
lowed the success of a similar cam- 
paign in Florida last winter. Florida 
expressed its approval through its 
governor, and many towns individ- 
ually commended the series. 


Shepard Stores Adopt 
Monday Closing Date 


Shepard Stores of Boston have an- 
nounced that hereafter the stores will 
remain closed all day on Mondays, 
during July and August, instead of 
on Saturdays, as previously. 

The opportunity to shop on Satur- 
day has assumed increasing impor- 
tance, due to faster transportation 
facilities, which have reduced travel- 
ing time to Boston from outlying 
points, the management stated. 


Creative in N. Y. 

Creative Displays, Inc., Chicago, 
has opened a New York sales office 
at 36-46 E. 31st St. S. B. Holtz will be 
in charge and will direct sales of 
Colordex, corrugated decorative pa- 
per, and the firm’s display installa- 
tion and display production services. 


TOURISTS URGED 
TO TAKE THEIR 
CARS TO EUROPE 


Travel Methods Revolution- 
ized by Bernstein 


New York, July 11.—The advertis- 
ing success story of a transatlantic 
steamship company could be read be- 
tween the lines of a statistical report 
issued today by the foreign division 
of the American Automobile Associa- 
tion. 

Platt-Forbes, Inc., agency of Ar- 
nold Bernstein Steamship Company, 
has been instrumental in effecting a 
rapid change in the status of Euro- 
pean tourist travel by advertising of 
steamship facilities especially 
adapted to transoceanic transport of 
privately owned autos. 

Because of a patented elevator de- 
vice, with which the Bernstein docks 
in Le Havre, Antwerp and Wee- 
hawken, as well as the entire fleet of 
Bernstein vessels, were equipped, the 
line garnered a 65 per cent monop- 
oly on all American automotive 
transport several years ago. At that 
time the line carried freight exclu- 
sively. 

Since other lines were not equipped 
with this special equipment, they 
were forced to crate autos in transit, 
a costly process; or to ship the cars 
as parts to be reassembled. 


The Bernstein Plan 
When privately owned cars were 
shipped it was usually necessary to 


hoist them aboard the steamer and 
this process. often dangerously 
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LET THE READERS WRITE THIS AD! 


Here are a few enthusiastic outbursts from recent letters by 
GRIT readers. These descriptive terms show why small 
town folks like GRIT, their favorite family publication: 


Accurate Fair Patriotic 
Alert Forceful Pithy 
Balanced Friendly Practical 
Brief Helpful Progressive 
Broad Honest Reliable 
Clean Impartial Sane 

Clear Informative Satisfying 
Complete Inspirational Sensible 
Concise Instructive Stimulating 
Dependable Trustw: y 
Different or ‘i Truthful 
Distinctive eg Unafraid 
Diversified ely Unbiased 
Diverting Modern Varied 
Educational Moral Vigorous 
Entertaining Newsy Wholesome 
Exceptional Optimistic Worldwide 


Why not arouse as much enthusiasm for your product among 
the 500,000 small town families who read Grit every week? 


Eastern Representatives 
Guy S. Osborn, Scolaro & Mecker, Inc. 
New York 


WILLIAMSPORT, PA. 
Momber A. B.C. 
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NEW PACKAGE POPULARIZES TAYLOR WINES 


The FAMILY PACKAGE 


rH 


Sa > a3 
INE COsMPANT ASS 
© arta 0 oe A 


Since 488Q- 


Three different types of wines are being encased in a “family pack- 
age" by Taylor Wine Co., ew einer § N. Y., by way of educat- 


ing the public to the place of eac 


in the enjoyment of life. 


strained the chassis. By the new 
method they could be driven aboard 
the vessel and ferried to Europe 
without any special preparation. 

In the past three years several veg- 
sels of the Bernstein Line have beth 
rebuilt to permit passenger accom- 
modation. Through the combination 
of freight and passenger facilities, it 
was relatively inexpensive for tour- 
ists to enjoy motor vacations abroad. 

Since these possibilities became ap- 
parent, Rutherford Platt, account ex- 
ecutive of the Platt-Forbes agency, 
has supervised a continuous advertis- 
ing campaign, acquainting potential 
travelers with the new service in the 
early spring preceding the annual ex- 
odus of European travelers. 


Small Space Often 


The company used small space con- 
sistently in Fortune, The New 
Yorker, News-Week, Time and 
Travel; in magazines such as Ftudc 
and The Instructor, whose readers 
have a special interest in foreign 
travel; and in the whereto-go col- 
umns of the Quality Group. 

This was supplemented by newspa- 
per advertising in cities where the 
line has direct representatives: Chi- 
cago, where the News and Tribune 
were used; Boston, where the Globe, 
Herald, Post and Transcript were 
scheduled; Pittsburgh, where the 
Post-Gazette, Press and Sun-Tele- 
graph were used; Philadelphia, the 
Inquirer and Record being selected; 
San Francisco, where the Chronicle. 
Examiner and News were used; Los 
Angeles, where the Examiner and 
Times were bought, and New York, 
with the Herald Tribune and Times 
being chosen. 

“See Europe with your own car,” 
was the slogan emphasized in all of 
this advertising, which stressed low 
prices and offered booklets. 

Results of this barrage of promo- 
tion were disclosed by the American 
Automobile Association. 

Shipments of autos abroad, now 
rapidly approaching the peak of the 
vacation season, have already shown 
a 50 per cent increase over 1934, and 
more than doubled the 1933 total. Be- 
tween 60 and 75 per cent more cars 
will be transported to Europe by va- 
cationists this year than last, when 
1,141 automobiles were handled by 
the A. A. A. 

Only 880 American cars were 
shipped to Europe by tourists in 1929 
and most of these were of expensive 
make. Between 70 and 75 per cent 
of the cars shipped abroad this year 
are in the low-price field. 


A refinement of the plan has re- 


cently been announced in the adver- 
tising of the Bernstein Line. For a 
flat rate—$548 for one person or $799 
for two—the line provides an all-ex- 
pense 15-day motor tour through five 
European countries in the tourist’s 
own car. The rate includes transpor- 
tation for car and passengers from 
New York back to New York, inter- 
national driving documents, hotel ac- 
commodations while in Europe and 
three meals every day, all gas and oil 
for the car while traveling, and all 
garage expense. 


Mutual Establishes 


Sales Organization 


A permanent Mutual Broadcasting 
System sales organization for the 
handling of Mutual business has been 
established. The three salesmen who 
will represent the network are T. 
Wylie Kinney, sales promotion man- 
ager of WOR, Newark, N. J., and Da- 
vid D. Chrisman, WOR salesman, in 
the East, and Ade Hult, formerly of 
the WGWN sales staff, in the Middle 
West. Fred Weber remains as Mu- 
tual coordinator and director of op- 
erations. Permanent sales _ offices 
will be at 1400 Broadway, New York, 
and Tribune Tower, Chicago. 

Mr. Kinney was at one time ad- 
vertising manager of Pictorial Re- 
view, and was also connected with 
the Butterick Company. Mr. Chris- 
man has been with WOR since 1932, 
coming from Ruthrauff & Ryan, 
where he was radio director. Mr. 
Hult has been with WGN since 1932. 


Honor H. S. Phillips 


at “Times” Luncheon 


Harry H. S. Phillips, for 21 years 
with the advertising department of 
the New York Times, was honored 
at a luncheon June 28 attended by 
more than 100 of his associates. The 
event marked his retirement to live 
the life of a gentleman farmer at 
Lincolndale, Westchester County. 
Mr. Phillips was in charge of roto- 
gravure advertising for several years. 

Speakers at the luncheon included 
Col. Julius Ochs Adler, vice-presi- 
dent; Don U. Bridge, advertising di- 
rector; T. D. Palmer, national adver- 
tising manager; J. W. Gannon and 
Frank J. Connaughton, of the adver- 
tising department. 


Made Local Manager 
of “New York Mirror” 


Warren Kelly has been appointed 
local advertising manager of the New 
York Mirror. Mr. Kelly has been in 
the Mirror’s national advertising de- 
partment for two years. 

Mr. Kelly was formerly president 
of Kelly, Spline and Watkins, Inc.. 
New York advertising agency. 


Coast Chapter 
Of Agents Will 
Contact Schools 


San Francisco, Cal., July 11.—Am- 
bitious plans were announced by the 
new Northern California chapter of 
the American Association of Adver- 
tising Agencies at a dinner at which 
the board of governors was installed. 
The ceremonies were attended by 
Fred R. Gamble, executive secretary 
of the Four A’s, who is giving his 
personal attention to the new local- 
ized set-up. A similar chapter is 
being formed in Los Angeles. 

Among the committees appointed 
is one on education in advertising. It 
will work with educational institu- 
tions under the supervision of Earle 
Weller, of Bowman, Deute, Cum- 
mings, Inc. Another special commit- 
tee on media relations has been or- 
ganized, with Fred T. Weeks, 
Brewer-Weeks Company, as chair- 
man. It will operate under direction 
of the board of governors. Another 
will watch advertising legislation. 

The governors of the Northern 
California chapter are Louis R. 
Honig, Erwin, Wasey & Co.; R. Lynn 
Baker, J. Walter Thompson Com- 
pany; Henry Q. Hawes, McCann- 
Erickson, Inc.; Leon Livingston, Liv- 
ingston Advertising Agency; and 
Stanley Swanberg, Botsford, Con- 
stantine & Gardner. Walter Burke, 
of McCann-Erickson, continues to 
serve as representative at large for 
the Pacific Coast. 


Trick Matches 
To Advertise 
Cora Vermouth 


New York, July 11.—The jumbo 
safety matches used to advertise 
Cora Vermouth in Europe for many 
years made their appearance at se- 
lected Manhattan bars and cafes this 
week, greatly to the delight of pat- 
rons who appreciate a good adult toy. 

Distribution will be confined to the 
metropolis, where a newspaper 
series, which succeeded recent mag- 
azine advertising, is running. 

The Cora packet, measuring four 
and one-quarter by three and one- 
quarter inches, resembles the conven- 
tional pad of “advertising” matches, 
except for size and the fact that it 
contains only 11 matches. The match 
burns like a smaH--bonfire and will 
light three times three, or more, 
cigarettes. 

The tendency for patrons of drink- 
ing establishments to make away 
with all the Cora matches they can 
lay hands on makes it advisable for 
the advertiser to dole them out. This 
method also conserves the value of 
the matches as an advertising nov- 
elty. 

Cora has been giving away about 
10,000,000 packets a year on the con- 
tinent. Lawrence Fertig & Co., 
agency for Cora Vermouth, for which 
McKesson & Robbins, Inc., are Amer- 
ican agents, placed an initial order 
for the American trade for 50,000 
packets. 

Despite the popularity of the nov- 
elty, the agency does not believe 
there will be competition in the use 
of the idea for some time. The 
matches, made by Lion Match Co., 
are hand-dipped and cost the adver- 
tiser $23 a thousand. 


Caldwell to Star 


Dr. Orestes H. Caldwell, editor of 
the McGraw-Hill magazine, Electron- 
ics, and former Federal Radio com- 
missioner, has been made director of 
science exhibits for the New York 
Electrical and Radio Show to be held 
in Grand Central Palace Sept. 18-28. 
He will supervise collection of the 
latest miracles of electricity and 
radio for the “Hall of Science,” a 
feature of the coming exposition. 


Barbizon Hotel Appoints 


Advertising of Barbizon Hotel, 
New York, residence for young 
women, has been placed with the 
New York office of Alfred Rooney 
Company, Inc. Newspapers, maga- 
zines and direct mail will be used. 
Radio will probablv be employed at 
a later date, according to the agency. 
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TELEVISION IS 
DAILY FEATURE 
ON CONTINENT 


England Also Plans Station, 
Broadcasters Hear 


Colorado Springs, Colo., July 11.— 
Television is sure to become a factor 
of increasing importance to the 
broadcast world, but there is no im- 
mediate prospect of its widespread 
use in this country. That was the 
general conclusion of Andrew S. 
Cruse, chief of the electrical division, 
United States Department of Com- 
merce, who Monday gave the conven- 
tion of the National Association of 
Broadcasters the first report of a 
study of television in Europe just 
completed by the Department. 

Since the practicability of televi- 
sion was first demonstrated early in 
1925 its every-day use in the home 
has always been “right around the 
corner,” Mr. Cruse declared, but thus 
far the corner has not been turned 
and there is no prospect that it will 
be turned for several years at least. 

In May, 1934, the British House of 
Commons was so sure that practical 
television had arrived, Mr. Cruse re 
ported, that a special television com- 
mittee was appointed, submitting an 
enthusiastic report May 14 of this 
year. At about the same time the 
Department of Commerce decided to 
make a study of television in Europe, 
attempting principally to discover 
the answers to three questions: How 
many hours of television are now 
presented daily?; what are the pros- 
pects for increasing the scope of tele 
vision?; and who will pay the televi- 
sion bill? 


Television in England 


In England Mr. Cruse found that 
low definition television programs of 
from one-half to three-quarters of an 
hour are being presented twice a 
week, and that live talent is used ex- 
clusively. However, although esti- 
mates of the number of home tele 
vision receiver sets in the country 
range from a half dozen to 10,000, the 
British Broadcasting Corporation es- 
timates that there are not more than 
100 such sets in operation. 

On June 7, the British Postmaster 
General, who controls all types of 
communication activities, announced 
plans for a “proposed experimental 
television station,” which is expected 
to broadcast high definition televi- 
sion programs regularly for one hour 
each morning and two hours each 
evening. Contracts for this station 
will be let in the fall, and it is be 
lieved that construction of the sta- 
tion will expedite the marketing of 
home television sets. However, such 
sets cannot now be sold for less than 
$250. 

On the other hand, British set 
manufacturers are reluctant to enter 
the television field, Mr. Cruse said, 
principally because the constantly re- 
curring report that television is ‘just 
around the corner” has slowed up 
sales of existing sets. Movie inter- 
ests are watching developments in 
Britain closely, but their alarm is 
tempered by a strong belief that even 
if television is perfected, the public’s 
gregarious nature will keep people 
coming to the theaters, where they 
can share their enjoyment with their 
fellows. There is a further feeling 
among British movie interests that 
television is a distorted art, inas- 
much as the sound is normal, where- 
as the image is much smaller than 
normal. 

Despite all this, the BBC confi- 
dently expects to have four or five 
television stations in operation by 
the end of 1937, while sanguine man- 
ufacturers anticipate a total of 50,000 
television receivers in operation by 
the end of 1936, and from five to ten 
times that number by the end of 
1937. 

Programs Expensive 


The greatest obstacle to television 
in Great Britain and European coun- 
tries, Mr. Cruse pointed out, is the 
terrifically increased expense of 


building programs—an expense 
which in those countries must be 
borne, directly or indirectly, by set 
owners. 

In Germany Mr. Cruse discovered 
that regular two-hour television pro- 
grams are provided three nights each 
week, and that in Berlin there are 
several places where they may be 
viewed by the public in groups. Al- 
most all German television programs 
are produced from films. 

Although most set manufacturers 
are planning to show television 
equipment at the August trade show, 
it is estimated that not more than 
1,000 such sets will be sold in the 
Berlin area this year. The price of 
a good set ranges from $240 to $500. 

French progress in the new art 
lags behind that in Great Britain and 
Germany, only experimental televi- 
sion programs at present being 
broadcast in that country. 

Rapid European strides in making 


television available over home sets 
may be looked for in the next few 
years, Mr. Cruse declared, although 
much laboratory work remains to be 
done. 

In this country, he said, the devel- 
opment of practical television is cer- 
tain, although thie date of its arrival 
cannot be accurately calculated. He 
urged the N. A. B. to set up a tele 
vision committee and also, if pos- 
sible, to employ a European observer, 
in order that American broadcasting 
interests might be kept informed of 
all new developments. 


WFAA Starts Bureau 

WFAA, Dallas, Tex., has organized 
the WFAA Artists’ Service, affiliated 
with Radio Artists’ Bureau, Inc., Chi- 
cago. Max Halperin, well known 
showman, has been placed in charge. 
Mr. Halperin at one time was dis- 
trict manager of seven R. K. O. thea- 
ters, and for ten years was with 


Variety. 


Kenney President 
of Milline Club 


Jerry Kenney, San _ Francisco 
Chronicle, was inducted as president 
af the Milline Club of San Francisco, 
organization of young advertising 
men and newspaper representatives, 
at a party at the Orinda Country 
Club, Berkeley, given by Ruef Doig, 


O’Mara and Ormsbee, publishers’ 
representative. 
Ted Murphy, of the Emporium, 


was made secretary of the club, and 
Allan Stanley, Scripps-Howard News- 
papers, treasurer. Art Smith, San 
Francisco advertising manager of 
Hiram Walker & Sons, is the retir- 
ing president. 


Agency for Sonoma 


Sonoma Mission Inn, near Sonoma, 
Cal., has appointed Brewer-Weeks 
Company, San Francisco, as its ad- 
vertising agency. Outdoor, newspa- 
per and direct mail advertising will 
be used. 


Merge “System” and 
“American Business” 


Dartnell Publications, Inc., Chi- 
cago, has taken over System and 
Business Management. The publica- 
tion will be merged with American 
Business and published as American 
Business combined with System. 

System was founded in 1900 by A. 
W. Shaw, and until 1928, when it 
was purchased by McGraw-Hill Pub- 
lishing Company, New York, was 
published in Chicago. Later another 
corporation, Management Publica- 
tions, Inc., was formed to publish 
System. American Business was 
founded in 1934 by J. C. Aspley. 


Moriarity Copy Chief 

Haberlin Moriarity has been ap- 
pointed director of all copy opera- 
tions on the Pacific Coast for Camp- 
bell-Ewald Company, Inc., San Fran- 
cisco. Mr. Moriarity has been asso- 
ciated with the agency’s San Fran- 
cisco office for many years. 


> 


@WHEN THE DAWN LS ON THE 
BLUEGRASS, THE COURIER-JOURNAL IS 
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PAPERS. (AN ARMY OF CARRIERS DELIVERS THEM STATE-WIDE DAILY.) 


HERE, TOO, BY CONCENTRATING APPROPRIATIONS, ADVERTISERS 


$e GET COVERAGE SATURATION 
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fe AT LOWER COST PER LINE. 


REPRESENTED NATIONALLY BY BRANHAM COMPANY 
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ADVERTISING AGE 


July 15, 1935 


Philadelphians 


Learn of Joys Big Chain Are 
Of Taxi-Riding Aired by Buyer 


Philadelphia, Pa., July 5.—-The use 
of the “candid camera” has been in- 
troduced to advertising in Phila- 
delphia to sell the taxicab habit to 
what is decidedly not a taxi-riding 
city. At present, some out-of-town 
salesmen disembark from a cab a 
block from their destination so that 
a prospect will not see the cab and 
be alarmed by the salesman’s “ex- 
travagance.” 

On behalf of the Philadelphia 
Rapid Transit Company, operator of 
Yellow Cabs here, John Falkner 
Arndt & Co., have launched a cam- 
paign in newspapers of Philadelphia 
and vicinity, featuring “unposed” 
photographs which demonstrate the 
many occasions on which taxis may 
prove an inexpensive convenience. 
Their uses for ordinary business and 
social needs, not for emergency trips, 
are stressed in the current promo- 
tion. 

The commercial photographer en- 
gaged for the work approaches a 
likely group of subjects about to use 
a cab, and obtains their permission 
to take the photograph. Deft posing 
produces natural results. Names and 
addresses are secured to give authen- 
ticity to copy. In each advertisement 
appears the statement that the com- 
pany already serves 550,000 riders a 
month, and that it sent the camera- 
man out to find out just how the 
cabs were being used. 


Signs for U. P. News 


Starting July, Station WKRC, Cin- 
cinnati, began broadcasting complete 
reports of United Press News Serv- 
ice, eight periods being heard daily 
except Sunday. In addition, events 
of outstanding importance will be 
announced in special bulletins as 
soon as received on a special U. P. 
wire to the station. 


Allowances to 


Washington D. C., July 11-——A 
house committee learned something 
about advertising allowances Tues- 
day as it opened hearings on H. R. 
8442, a bill which would abolish the 
discounts for volume buying now en- 
joyed by chain store organizations. 

Cc. W. Parr, one of the purchasing 
agents for Great Atlantic & Pacific 
Tea Company, testified before the | 


| committee headed by Representative 


Patman (Dem., Tex.) that his com- 
pany receives $360,000 a year on be- 
half of a cooperative advertising ac- 
count, while Standard Brands con- 
tributes $350,000. 


Charges Intimidation 


Parr denied, however, that any 
“secret rebates” are received by A. 
& P. 

The bill has also been introduced 
in the upper house by Senator Robin- 
son. Both branches referred it to 
the Judiciary committees. 

One member of the house commit- 
tee charged that intimidation is 
being employed by chain stores to 
prevent passage of the measure. 

The bill makes it unlawful “for 
any person engaged in commerce to 
discriminate in price or terms of sale 
between purchasers of commodities 
of like grade and quality.” It also pro- 
hibits payment of brokerage or com- 
mission “under certain conditions” 
and suppresses “pseudo-advertising 
allowances,” while “protecting the 
independent merchant, the public 
whom he serves and the manufac- 
turer from whom he buys, from ex- 
ploitation by unfair competitors.” 


Schlitz to lowa 


Hal W. Schlitz, formerly with the 
Minonk, Ill., News-Dispatch, has been 
made advertising manager of the 
Bremer County Independent, Wav- 
erly, Ia. 


oe DID You KNow THAT cae 
1FA MANUFACTURER IS 
LOOKING FOR MORE PLACES 


iro seu, ARCHITECTURE 
m=. CAN PROMPTLY FIND THE 
LIVE LEADS FoR HIM? 
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Getting Personal 


Snapshots of the N. A. B. convention: Joe Hartigan, Campbell- 
Ewald vice-president, getting a big reception as one of the few buyers 
of radio time present. . . A. J. McCosker again proving that he pos- 
sesses the silver tongue of broadcasting. . . John Blair missing a one- 
foot putt on the eighteenth green that cost him the tournament... 
Walter Damm, of WTMJ, finally succeeding in organizing the news- 
paper-owned stations. . . Burridge Butler scorning the ice-cream suits 
worn by most of the boys. . . Stanley Hubbard, KSTP, receiving con- 
gratulations on the beauteous Mrs. Hubbard. . . Jim Free holding 
numerous confabs with Free & Sleininger station managers. . . John 
Gillin, Jr. WOW, chairmaning the nominating committee with rare 
diplomacy. .. Lambdin Kay, of the Atlanta Journal's WSB, making the 
longest and wittiest speech of his life. .. Niles Trammel and Bill Hedges 
shepherding a big delegation of NBC executives. . . John L. Clark 
admitting that WLW likes the Mutual Broadcasting System. . . Harry 
Butcher, CBS Washington executive, boosting passage of the Duffy copy- 
right bill. .. Leo J. Fitzpatrick, new N. A. B. prexy, finding out that the 
good-will of WJR extends to its vice-president and general manager. . . 
Phil Loucks, retiring managing director, getting a big hand from his 
loyal cohorts. . . Dr. Herman Hettinger apparently enjoying his leave of 
absence from the University of Pennsylvania. .. L. B. Wilson, WCKY, 
being congratulated on the speedy mending of a broken arm.. . 


With the sizzle of rockets and popping of salutes still ringing in his 
ears, James Short, of JWT, hied himself to the peace and quiet of the 
altar last Saturday to hear Dorothy Downing sweetly murmur, “I do”... 


Doug Hathaway, McCann-Erickson space buyer, who was trans- 
ferred to New York a year ago after 10 years in the Chicago office, is 
so homesick for the Windy City that he will spend all his vacation 
there. .. 


Frank Bruno, of Business Week, has been neglecting golf, tennis 
and other sports to devote more time to orchid culture, a hobby in 
which he became interested two years ago. . . 


Helen Strauss, Benton & Bowles radio writer, is vacationing in the 
literary atmosphere of Provincetown, a reward to which she is doubly 
entitled by reason of having sold several stories to The American 
Weekly recently... 


The brand new son of Mr. and Mrs. Norman D. Waters will bear 
the unique name of Lion Sanford. Mrs. Waters was formerly Elaine 
Charlotte Lion. . . 


Paul Patterson, publisher of the Baltimore Sunpapers, arrived on 
the Normandie this week after a brief holiday abroad. He reports that 
Europe is simply littered with pre-war correspondents. . . 


“Widow's Might,” the new novel by Harford Powel, of Kimball, 
Hubbard & Powel, will be published in a few days by Greenberg... 


George Washington Hill, who is probably the highest salaried ad- 
vertising executive in the world, was married July 8 in London to Mary 
Barnes, his secretary... 


Jack McCarthy, who is sailing for a vacation in Ireland the 16th on 
the Bremen, is being asked by agency staff mates to arrange the bor- 
rowing of the Blarney Stone for exhibition in the McCann-Erickson 
reception room. . . 


After a noisy Fourth in New York, George M. Burbach, St. Louis 
Post-Dispatch, with Mrs. Burbach, welcomed the quiet of the bounding 
main as they sailed the following day on the Bremen for a vacation in 
Norway and Sweden... 


Friends of Joe McDonough, Life v.p., who has been at the hospital 
the past three weeks, report he is as cheerful as ever and that he will 
be back on the job, fit as a fiddle, in the near future. He calls his cur- 
rent experience an interesting novelty in the way of a vacation... 


Advertising folks would like to penetrate the anonymity of the 
author of the article in the July Column Review, which facetiously lam- 
poons Bruce Barton. Meanwhile, most are guessing that a jealous 
rival is responsible. . . 


Mayor Bacharach, of Atlantic City, has announced the appointment 
of Bob Anderson, of the national department of the Press and Union, 
to the troop of Honorary Mounted Guards. Bob delayed acceptance 
until assured the duty of escorting prominent visitors would not inter- 
fere with his beachcombing.. . 


Merrill Welles, a.m. of the Atlantic Monthly, has finished reading 
all the booklets and is about to get into the throes of housebuilding in 
his favorite Boston suburb. . . 


Charlies W. Phelan, of the Yankee Network, has been glorying as a 
horse-owner in the big play racing has received in New England in the 
past two years. He owns three thoroughbreds, one of which, Palatine 
by name, recently clicked at a long price. Another, Eddie Wrack, won 
the opening race at Boston’s new $2,000,000 racing plant Wednesday. . . 


Frank Murphy, business manager of the Hartford Times, found 
relaxation recently as head of the music committee for Connecticut’s 
Tercentenary celebration. Musical events were featured by a chorus 


of 3,000 in the Yale Bowl and a symphony orchestra for accompani- 
ment... 


Without so much as “by your leave,” the editorial department of 
the New York Sun presented in that daily a sketch of the old English 
type home in Greenwich of William T. Dewart, who is only the pub- 
lisher of the paper. . . 


Edward F. Whalan ambled to the altar June 29 accompanied by 


Louise, Roach. Mr. Whalan is on the staff of the Tribune-Star, Terre 
Haute, Ind... 


Marsha Lewis, who is the better half of Frank Lewis, Underwood 
& Underwood sales manager in Chicago, is spending her vacation at 
the Maine resort operated by her other boss, Elizabeth Arden. Mrs. 
Lewis reports that three visitors last week were Mesdames Lambert, 
Timken and Atwater Kent. . . 


Boston University’s advertising professor, Charles E. Bellatty, an- 
nounces the engagement of his daughter, Barbara, to Ralph T. Smith, 
who evidently didn’t devote his attention exclusively to advertising 
while studying under the professor. . . 


F. Dixon Nott has journeyed from Honolulu to Vancouver Island, 
B. C., where he will spend three months. He is the same Nott who is 
advertising manager of the Honolulu Advertiser. . . 


Frank J. Burd, managing director of the Vancouver, B. C., Daily 
Province, has returned to his desk after attending the Empire Press 
Conference in South Africa. He also visited London... 


Brock St. John Smith, advertising director of Hudson’s Bay Com- 
pany, Vancouver department store organization which boasts it is the 
largest in the world, has just become the proud daddy of twin boys. . 


Jim Riddle, veteran farm paper representative of Chicago, has left 
for a trip to the Pacific Coast. He will do some fishing in Rocky Moun- 
tain streams before returning to Chicago and thé advertising field. . . 


Supreme Court 
To Rule on Tax 
On Advertising 


New Orleans, La., July 5.—The law 
taxing Louisiana newspapers with 
20,000 or more circulation two per 
cent of their gross advertising reve- 
nues will be ruled on by the Supreme 
Court of the United States. Follow- 
ing a decision by a three-judge trib- 
unal that the law is unconstitutional, 
Judge Wayne G. Borah has per- 
mitted an appeal on allegation of 
errors in trial. 

The tax on newspaper advertis- 
ing was developed by Senator Huey 
P. Long and was pushed through the 
state legislature without difficulty. 
A temporary injunction was secured 
by the newspapers and the injunc- 
tion was made permanent on April 
10, the court holding that the act is 
violative of both federal and state 
constitutions and is purely arbi- 
trary. 

The appeal lists 14 alleged trial 
errors, one of which is given as fol- 
lows: 

“The court erred in holding that 
the difference between the business 
of selling advertisements in small 
weekly country journals and in met- 
ropolitan newspapers is insufficient 
to furnish a basis for reasonable 
classification for purposes of license 
of excise taxation.” 


Mid-Continent ~ Use 
500 Papers in Drive 


Five hundred newspapers will be 
used in the new advertising cam- 
paign of Mid-Continent Petroleum 
Corporation, Tulsa, Okla., to intro- 
duce the new D-X Ethyl motor fuel, 
J. B. Woodbury, of R. J. Potts & Co., 
Kansas City, Mo., told sales manag- 
ers at Terre Haute, Ind. The new 
gasoline will be a companion to D-X, 
Diamond lubricating oil, and Dia- 
mond 760 motor oil. 

The sales story in the larger news- 
papers is being told by means of a 
photographic technique heretofore 
unattempted in gasoline newspaper 
advertising, Mr. Woodbury said. 


Neally Joins Gardner 

A. W. Neally has joined Gardner 
Advertising Company, St. Louis, as 
account executive. He was previ- 
ously vice-president of The Geyer 
Company, Dayton, O., and vice-presi- 
dent of Proctor & Collier Company, 
Cincinnati. More recently he was 
with Continental Marketing Corpora- 
tion, Chicago. 


Buys Rankin Agency 
Ray G. Tofanelli has bought Virgil 
L. Rankin Company, San Jose, Cal. 
The name will be changed to Ray G. 
Tofanelli Company. 


Gumbinner Gets Fisher 


Lloyd Fisher has joined the Law- 
rence C. Gumbinner Advertising 
Agener, New York, as account execu- 
tive. 


Miller Promoted 
Ashby Miller has been elected a 
vice-president of General Mills, Inc., 
Minneapolis. 


a 
IT’S THE POOL YOU FISH 


not the Bait You Use... 


To get big ones go where they are. 
The finest bait catches nothing in a 
“fished out” stream. 


Three times a day and 365 days a 
year, baked goods are necessary to 
complete every meal. Go after busi- 
ness in this large and stable industry. 


Census figures show that 9,118 bakers 
do 92.6% of the baking. See what 
that means in a billion dollar in- 
dustry! 


Readers of BAKERS’ HELPER, taking 
it on merit alone and not thru pre- 
miums or special offers, are the key 
men, controlling real buying power. 
Thru BAKERS’ HELPER you reach 
these men effectively. 


Write for “Baking Industry Facts and 
Figures.” 


BAKERSHELPER 


" MAGAZINE ¢ BAKERY PRACTICE #~y MANAGEMENT 


HELPING BAKERS SINCE 1887 


330 South Wells Street, 
Chicago, Ill. 


td 


— ee = 
en a 


| 


ef 


diy * 


i. SS ey oe ES ee oe ee 
_ ee y i on , =e i i es . eee ae |S ae . a . 
Eee hee re ee) ee ee 
ee AR ETT a ATRIA SE SEIT Tl IARI TR TST A PATON HE NC ACARI 
| 
| 
| | 
a 
ae ee 
area 
Soh cuk ee 
seca ent ae 
et 

de 

hola 

cs 

bee 
Lc arenas, 
fee el | 
ay a eae | 
tees ee | 
Wee a ar 
i aay 
ya eed } 
tae 
ee 
tet oso eg 
ne a 
a ior: 

ee | 
oe ee | | 
See ee ie 
: Ley) | 
ei <tc, — 
. _ is a ee 
>. | ' 
; 
| 
| } 

a | 
et | | " 
ene =——_—_—_—_—________— cecaees igs oa: | 

ss PEM A Cpe | 

“ JES RATS ie ok. 

; Bree + “tek eg | 
haley ara te = Sa ny SS aie 
LEE? “y as oy gs ‘ | 

_ Fae tar he Bib es oY 
Sia he Soe Sy, es | 
ie ee ae gts bey. neo < 
tae ead ae 
Beth ree) ee ee BEE ELA se 
‘Zz fea he goat APE $9 
i en ha +E Seka a oe 
| ee Sr 3 oc a 

eet > “3 7 27 aw ee 4 2 | . 

ia the BS Te PEP OR Reg eT SP EO Se 

eats 2 Rea oe ‘= Caer Sie eit y a pa hes Ss Se tere ages *. 
Ti ome oO, see NR re Ps eg a SN os ia 

shai ee 8 Pr miies eee EE TES en geese RSE OS 

Doce Nae “ga y aes . : = . Aven oS y | 

pe Re 1 EN GA as Pew PONS Sie 

SiMe ace RA... ye ee : SPs” a Oe x Roe ad ; SRE OY | 

i ga aad NRG st: ah BS aes : i ~ i Za’ 
‘ 5 Naa aa Ee ae Ra <.% uP way ; Ae yf = NGS A < 

. ‘ a call “ope ! 7 Acs 4 g oe }} > 

é; cf ; Y ie ' Fee a re | x 4 Sais ’ ij 4 ZVG \.. 
Wii es Oe ef IE. eS | 
Some eS ia al SOM eee? 2 Ga SOM Kye 
hie A Se 2 a eos P eS) MS . ND: : | 
nes ee RBS 7 ge Sy ' \ a ‘ 
alii Ce TES ae OAS << 

e nee eo / \ eee eee iss = 
>. ez mae ure 3 Q ae, 5. tear I: y 
$ Re Saag as ae “Su S25 Sa ape 
“ 2 - — Po ae ee, a a : - 

Sin se ot ee am . Pe Sov ez \ a P 

’ Sn GF ae Co bes D Se “See ") = - | 

f San Yee es ee, <— det ag 7 er ae 

; we: See 2 3 SS Aa 2 

: fs, ee Gees) [ ... aaa oe 

ws » Re ea y . ete : oe at ins? “San 
x ates 28 . ZZ ac, Sar ela 
i (‘C  - Bae “ | Se BOS ee tes oe oo: 
\ es ige af, VS " etn. Be a eee ae 
ei. Rest BRS ~~ ~7- “3s pe. 2” Sa i re", = 
ee —* : ts ty ee . “e a has 
_ > ae Se Se | 
Oe Se. «eh ae. Seep beanee. + : eo iy eee 
NON 3 . Yoo AS RO. SE 5 n. Se ost. 34 oe ’ 
“Tete a ee Ra ey an Ss  . Set ee i 
a ges NO i Vee. 
i ce. Ce, Ee: Oe Essa : f: vga i 
| i en ege - aaa an a 
<<: ae a foe / Cd 
: < ae ey Ba RA ai 0 a. Mpthsere tak .. a ays” ee of ie 
(ee eS ee 
— : oe - oe RSet - ew. . 
in - __———a eee SS, | -| 7A B fa : . = as 
Fs | 0} etn) Mr an - bot . a Sie 
| et eine Be Beet i xe? Po — bos ' : Aas 
: <2: lS ge j . : ys 
> are . oes ¢ ye Lx op ; : : 
Py ae Lut . ~>% oe . “dj 3 . 
- eee ia fw aa 
, 4 bores. v0.4 i. ‘ee 
het: kad . legat ] . i A . ‘ A 
ee? sey Peg Reais t? / eS “9 
see. a, - Me cca 
ie : Ha’ a” - , aan i 
i . & C3 . a4 Py ’ ed : P eee og 
j > ; 2 ‘Et mS a “ 
| . A vA ; mA Da ate. m 
| @ oQ\* = Pe re : 
f : ; we a RIS ears . 
x <3 RA tb Boia hy: Sn 2 
} ‘ Y Rn A OR: Pa} wey ‘y 
4 ’ a Sie EE aD avae re ‘ 
f Lele Peak 1, tee 4 
tt Rag . = oa ieee ro a 
BERS -: ie EER aa 1 ea ae ; 
vee Ste Pw! SSRs feo Cy a 
, ; hi d #5 ‘ %. ae Ney, ” avg ' | 
en. fe wee 
Pid eee ae or 
; baie 2: ie hi - | . 
p che af ent, ae rg Bs , Mae ‘ 
Ca, es te | 
a ae cals Os EP ee oe a ‘ : 
POSTS Bags 322" a Gr 0 iii! 
ES ES OS RIP Fe 4 ae 
a ae he ga yt ne wi Duviuny 
“ a a 
Be 2 + : = ci Se aR Mee rier poate hee: si oie ie a: ap oan ae ries aes eh dee Ms D ee ae a ide er eager a ee cer PR edo en ht 
Sher stow: t Cette Soper eal iebichcione ane lah se ea 2 gre es ai me ts Beda og rare eo Tee ee Fk rs ee eR eS 1k ES ee 
ee ee ceo tae > ke eT ee gee ee ee pace meateaee 5 AAS cee eR a ea a eat oS i ae La: Ae 
Ue ee ia eee 


| 
| 


July 15, 1935 


ADVERTISING AGE 


15 


OPENS SALON TO 
PROMOTE CUTEX 
NAIL POLISHES 


Chicago, July 11.—The Cutex Man- 
icure Salon, a $10,000 establishment 
for the promotion of Cutex manicure 
specialties, and the first Cutex shop 
in the United States, will be for- 
mally opened here July 18 by the 
Northam Warren Corporation, New 
York, maker of Cutex products. 

Northam Warren Corporation, 
which is said to do 92 per cent of the 
nail polish business of the world, and 


72 per cent of all nail polish adver- 
tising, has operated similar shops in 
London and Paris for several years. 
The Chicago shop, luxuriously deco- 
rated and furnished, is located on the 
fashionable “Boul Mich,” at 22 S. 
Michigan Ave. 

Twelve operators, directed by Lee 
Haskins, formerly of New York, will 
demonstrate the proper care and 
treatment of nails and hands. The 
charge for a manicure, with hand 
massage included, will be 50 cents. 
No tipping will be allowed. 

Newspaper advertising will be 
used here to draw patrons to the 
modernistic salon. One thousand an- 
nouncements have also been mailed 
to a select list, offering free intro- 
ductory manicures, prior to the for- 
mal opening. 


For Promotion Only 


While a patron may purchase at 
the shop any of the Cutex products, 
such as nail polishes, nail white pen- 
cil, and hand cream, these purchases 
will not be urged on the patron, ac- 
cording to Miss Haskins. The sole 
idea behind the salon is to acquaint 
Chicagoans with the merits of Cu- 
tex products and a special method of 
nail and hand treatment. A window 
sign points out that Cutex may be 
purchased at all drug and depart- 
ment stores. 

All operators have been carefully 
trained in the Cutex method of mani- 
cure, in order that they may in turn 
instruct patrons in home care of 
their nails. Emphasis is placed on 
necessity for safety and sanitation. 

No steel instruments are used in 
the Cutex method. The conventional 
steel file has been replaced by an em- 
ery board. Scissors are used only in 
exceptional instances of torn cuticle. 
If the customer desires, she may re- 
tain the orangewood stick and em- 
ery board used in the manicure. 

At a later date, pedicure may be 
added to the services rendered by the 
salon, as a further demonstration of 
Cutex products. 

P. W. Marshburn is vice-president 
and advertising manager of Northam 
Warren Corporation. The Northam 
Warren Sales Company, Inc., also of 
New York, is distributor of Cutex 
manicure specialties, Odorono deo- 


’ dorants and depilatories, Elcaya face 


creams, Glazo, and Peggy Sage prep- 
arations. 


Kalamazoo Stove 


Increases Schedule 


As part of a vigorous sales cam- 
paign this fall, Kalamazoo Stove 
Company, Kalamazoo, Mich., will 
triple its newspaper advertising ap- 
propriation in more than 125 cities 
and towns and will increase its maga- 
zine advertising schedule. 

The company will soon announce 
a new modern type heat circulator, a 
combination gas and coal range, and 
a new furnace heat regulator. Horne, 
Morrissey & Co., Chicago, handle the 
advertising. 


Grant Promotes Gardner 


Karl D. Gardner, vice-president and 
director of merchandising of the 
W. T. Grant Company, New York, 
operator of department stores, has 
been appointed general manager in 
charge of store operation and per- 
sonnel, sales promotion, advertising, 
and merchandising. Mr. Gardner has 
been with the company for 22 years. 


lowa Soap Appoints 
Norenus Advertising Agency, 203 
N. Wabash Ave., Chicago, has been 
awarded the advertising account of 
the Iowa Soap Company, .Burling- 
ton, Ia. 


Smith with “Journal” 


ADVERTISING AGE of July 1 incor- 
rectly stated that David H. Smith is 
associated with the Oregonian, Port- 
land, Ore., in the news story of the 
Cincinnati convention of the Interna- 
tional Circulation Managers Associa- 
tion. Mr. Smith is circulation man- 
ager of the Portland Journal. 


Townsend Joins Agency 


Reginald Townsend, formerly ed- 
itor of Country Life, has joined Len- 
nen & Mitchell, Inc., New York, in an 
executive capacity. 


Gen-E-Motor Appoints 
Pioneer Gen-E-Motor Corporation, 
Chicago, has appointed Ford, Browne 
& Mathews, Chicago, as its advertis- 
ing agency. 


New Attachment 
Records Twists 
Of Radio Dials 


Boston, Mass., July 11.—A new au- 
tomatic device for determining radio 
program appeal has been developed 
by Professors R. F. Elder and L. F. 
Woodruff, of the Massachusetts Insti- 
tute of Technology. The compact 
electrical attachment is designed to 
give a precise record of the stations 
to which a radio receiving set is 
tuned. 

The device may be attached to any 
ordinary receiving set without affect- 


ing its operation or tuning. After a 
predetermined time, records may be 
removed and analyzed. The attach- 
ment may then be removed and 
placed on a receiver elsewhere. 

John Shepard 3rd, president of the 
Yankee Network, has concluded an 
arrangement whereby his chain will 
finance building and installation of 
a number of the new recording in- 
struments. Early in the fall a sur- 
vey with the new analyzers will be 
instituted, program preferences tab- 
ulated and _ definite conclusions 
reached. 


C. L. Day Dies 
Clarence L. Day, 63, publisher of 
the Humboldt Standard, Eureka, 
Cal., died July 3 of acute indigestion. 


Flaherty Leaves Tower 


R. H. Flaherty has resigned as ad- 
vertising director of Tower Maga- 
zines, New York. He was formerly 
advertising manager of Anheuser- 
Busch, Inc., St. Louis. 


Gets S. N. P. A. Post 


Emanuel Levi, president of the 
Southern Newspaper Publishers’ As- 
sociation, has appointed Ted Dealey, 
Dallas, Texas., News and Journal, as 
chairman of the association’s postal 
and legislative committee. 


Paper for Barbers 
Entitled Inspiration, a new publi- 
cation for barbers has been estab- 
lished at 3208 Heather St., Vancou- 
ver, B.C. L. J. Bradley is editor. 


Just look at the fellow. Water enough for three tubs and 
still he sits there. Why doesn’t he do something about it? 
To tell the truth, he is immersed in Redbook Magazine, 
proof that he likes his pleasures in overflowing measure. 
For Redbook is not only a full, thick magazine, bulging with 
fourteen or eighteen features, but in addition it offers an 
extra $2.00 value surprise package—a complete new, un- 
published novel, by such headliners as Agatha Christie, 
Sir Philip Gibbs, Vicki Baum. Such lavish entertainment 


is not without effect on Redbook readers and Redbook 
advertisers. Redbook gets thumbed over again and again, 
and passes from hand to hand, to the delight of adver- 
tisers who want their stories to sink in and their coupons 
to get clipped. And now that the subject is up, may we say 
that a penny tells your story to four women plus husbands, 
neighbors, relatives, etc.? A page to 725,000 families 
is $1,750. Your advertisement is worth more in Redbook. 
REDBOOK—The magazine plus a book-length novel 
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Starts Drive for 


Lem-Lur Beverage 

Lem-Lur Bottling Company, San 
Francisco, has launched an advertis- 
ing campaign in the San Francisco 
Bay area for Lem-Lur, a new carbo- 
nated mixer with a lemon flavor. 
Newspapers and street car cards are 
being utilized. 

The advertising, under the direc- 
tion of Emil Brisacher & Staff, de- 
scribes the product as “made for the 
liquor of today,” and relates that it 
tends to minimize “after-effects.” 


Vancouver Starts Drive 


The city of Vancouver, B. C., has 
launched an advertising campaign to 
promote early payment of taxes. 
Benwell, Price, Atkins, Ltd., is hand- 
ling the account. Radio, newspapers, 
outdoor posters, and other mediums 
will be used. 


Cox Joins KNX 


Leonard E. L. Cox has been ap- 
pointed program director of KNX, 
Los Angeles, Cal. He was formerly 
with WOR, Newark, N. J.; WJZ, New 
York; and WABC, New York. 


Starts “Guardsman” 


Guardsman Publishing Company, 
622 Fort Worth Club Bldg., Fort 
Worth, Texas, has started publica- 
tion of a new monthly, Tezas Na- 
tional Guardsman, at Austin. Major 
General Henry Hutchings is editor. 


PRINTING 


is dedicated to the man who 
feels that there must be a 
better way. ..somewhere...to 
handle the production require- 
ments of his advertising matter. 
Faithorn 3-in-1 Service enables 
advertisers and advertising 
agencies to obtain the finest 
ad-setting, engraving and print- 
ing—all under ONE roof. Why 
send cuts to ONE concern, type- 
setting to another, many blocks 
apart—and then give your print- 
ing toa firm even farther away? 
The close relationship of these 
three important elements cer- 
tainly makes it imperative that 
the responsibility be placed in 
one direction, like Faithorn. 
You will then get the BEST—at 
the Jowest possible production 
cost. Let us demonstrate this 
to you on your next job. Write, 
or telephone Wabash 7820. 


PEACORE, 
=~ a, aay Lewin Silver Plated Teaette 


used FAITHORN 
3-in-1 complete 
service. You, too, 
can now enjoy its 
many advantages. 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
assured. 


FAITHOR 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


SERVICE 


Y AND NIGHT 


BRITONS, 100, 
HAVE PROBLEM 
IN FALSE COPY 


Better Trade Gauses Opti- 
mism at Convention 


London, England, June 27.—In 
spite of the rising tide of optimism 
reflected in addresses and attendance 
at the eleventh annual convention of 
the Advertising Association at Tor- 
quay, grave concern was expressed 
over false and misleading advertis- 
ing appearing in British publications. 
No less than 700 delegates attended 
the meeting. 

In appealing for more truth in ad- 
vertising, Sir F. J. Marquis, chair- 
man of the Retail Trading Stand- 
ards Association, said that if adver- 
tising were to help national recov- 
ery, it had to convince the public 
that it was a credible witness. Young 
men in the retail trade had told him 
quite frankly that much that had 
been said by some distributing firms 
was untrue. Unless the public could 
believe what they read in the news- 
papers there was an end to the use 
of advertisements as a means of in- 
creasing “consumer power.” 

Was it not possible for a three- 
party pact to be made between news- 
papers, advertisers, and the public, 
so that the two former should agree 
that no advertisement should be in- 
serted unless the basic facts of the 
case were right? Would not news- 
paper proprietors rid their columns 
of those pestilential people who from 
time to time were using them delib- 
erately to mislead the people and 
were making more and more think- 
ing persons say that they did not 
read newspaper advertisements be- 
cause they were unreliable? 


Ready to Investigate 


F. P. Bishop, chairman of the Ad- 
vertisement Committee of the News- 
paper Proprietors’ Association, re- 
plied that the principle of truth in 
advertising was one which the com- 
mittee espoused as strongly as any- 
one else. They would be glad to have 
details of alleged false advertise- 
ments su they could investigate. 

W. H. Sessions, of the Federation 
of Master Printers, said present con- 
ditions were a challenge to printers, 
for they were on the selling side of 
industry, and it was this side that 
lagged behind. Efforts of producers 
would enrich the rational life and 
bring increased comfort only if they 
could sell the products of their ma- 
chines. He believed the best solution 
of the problem of today lay in the 
encouragement of smaller advertis- 
ers, and of those who at present 
knew little of scientific selling and 
advertising. 

‘The president, Sir John Pybus, M. 
P., said it was reasonably certain 
that the improvement in British 
trade and industry had now reached 
a stage at which enterprise could be 
given rein and unrestricted plans for 
the future confidently made. One 
after another of our basic industries 
would employ advertising to set 
them on the road to recovery again. 


Co-operation Increases 


Co-operative advertising campaigns 
showed clearly the connection be- 
tween advertising and national re- 
covery. Post Office receipts were up 
more than £3,000,000 in 1934 com- 
pared with 1932, and advertising had 
played a part in that increase. The 
electrical industry has also gone 
ahead rapidly with the aid of adver- 
tising. The number of units of elec- 
tricity generated in Great Britain 
was 20 per cent more in 1934 than in 
in 1932 and at the same time the 
gas industry had made amazing 
progress. 

Advertising was now being em- 
ployed co-operatively to increase the 
sales of many basic essentials of life 
and the success of these campaigns 
was likely to lead to a great exten- 
sion of co-operative advertising. 

The business man who was think- 
ing of advertising would have to 


LEAFY BOWER IS CONVENTION BACKGROUND 


Caught in a cool spot at the N. A. B. convention at Colorado Springs 

last week were E. M. Spence, WBAL, Baltimore, chairman of the 

convention committee, and John Shepard 3rd, president, Yankee 
Network, Boston. 


turn for advice to those profession- 
ally engaged in the business, and 
would naturally ask whether that 
profession was so organized that he 
could turn to its practitioners with 
confidence as he would turn to 
lawyers or bankers or accountants. 
The answer was that they in the ad- 
vertising business had done and were 
doing their very best to deserve the 
confidence of the advertiser and of 
the public. 

Agreeing as regards a considerable 
national recovery, Sir Robert Horne, 
M. P., chairman of the Great West- 
ern Railway Company, said there 
vas no doubt quality of goods had 
improved due largely to the efforts 
of the Advertising Association. Ad- 
vertising was not merely finding 
markets but making them. 


Too Many Ads? 


Dealing with newspaper manage- 
ment, Sir James Owen said the basic 
principle of newspaper management 
was to maintain a fair balance be- 
tween news and _ advertisements. 
Looking at some popular newspapers, 
one wondered if they were newspa- 
pers or advertisement publications. 

Lord Iliffe, president of the Peri- 
odical Trade Press and Weekly News- 
paper Proprietors’ Association, said 
the spontaneous demonstration of 
loyalty during the recent Jubilee 
celebrations had enormously in- 
creased British prestige abroad and 
its advertising value had been very 
great. 

Sir Robert Wheeler urged on the 
government the necessity for spend- 
ing at least £50,000 on an advertis- 
ing program to educate all road 
users, motorists and pedestrians in 
their duties in order to reduce the 
toll of road accidents. He also 
thought that peace should be adver- 
tised by the nations. International 
and national recovery might come 
more speedily through a peace cam- 
paign in all the papers of the world 
than by any other means. 


Cleveland Adwomen 
Install New Officerr 


The Women’s Advertising Club of 
Cleveland installed Florence Griffin, 
Griffin Advertising, Inc., as president 
July 8. Others installed were: Kath- 
erine Gibbons, Russ Soda Fountain 
Company, vice-president; Myrtle No- 
ble, Noble Mail Advertising Inc., 
treasurer; Margaret Bemis, Skelly 
Typesetting Company, recording sec- 
retary; and Rachel S. Ruff, Cleveland 
College, corresponding secretary. 

Directors include Gladys Stevens, 
McCann-Erickson, Inc.; Irma Bender, 
Joseph & Co.; Florence Ritchie, May 
Company; Jane Kinney, W. B. Davis 
Company; Margaret Kormis, Cleve- 
land District Dairy Council; Freda 
Gonder, Halle Bros. Company; Adah 
Graves, Christian Science Monitor; 
Edith Fern Melrose, WJAY; “Ielen 
Johnson, Stouffer Corporation. 


Observes Tercentenary 

The Meriden, Conn., Record pub- 
lished a tercentenary issue on July 3, 
in honor of Connecticut’s 300th anni- 
versary. Among the articles on the 
‘iatory of Meriden was one by W. G. 
Snow, director of information and 
research, International Silver Com- 
pany, who traced the evolution of the 
pewter and silverware industries in 
Meriden. 


Bed - Cooling 
Unit Is Shown 
By Frigidaire 


New Orleans, July 12.—A bed cool- 
ing unit which makes it possible for 
sleepers who toss and turn in their 
beds on warm summer nights to 
sleep peacefully under a blanket of 
cool air is on exhibit by the Frigid- 
aire Corporation in a suite of the 
Roosevelt Hotel. 

Placed there by R. C. Golt, district 
manager of the Frigidaire Corpora- 
tion, the bed cooler resembles a bed- 
side table or radio cabinet in appear- 
ance. Although the unit weighs ap- 
proximately 200 pounds, it is easy 
to move about, being placed on 
casters. 

The machine is plugged into an 
ordinary electric current socket. A 
twist of the fingers and the cool- 
ness is regulated. A flip of the 
thumb and the bed cooler goes into 
operation. The cabinet is so built 
that even the slight hum of the elec- 
tric motor cannot be heard when the 
top is on the cabinet. 

A tube conducts the cooled, condi- 
tioned and cleansed air to the front 
of the headboard, just aft of the 
pillow. The cool air, pouring into 
the bed constantly threugh the head- 
board tube, is prevented from rolling 
off the mattress by curtains. 


Thomsen Sehudulee 


Space in “Fortune” 

After several years’ absence from 
consumer advertising, Thompson 
Products, Inc., Cleveland, maker of 
automobile and aircraft parts, will 
launch a campaign in Fortune, begin- 
ning with the August issue. Four 
color bleed pages will be used, featur- 
ing an institutional theme. The Au- 
gust copy will tie up with the Na- 
tional Air Races in Cleveland Aug. 
30-Sept. 2. 

Business publications in the auto- 
mobile and aircraft fields are also 
being used. The list includes Aero 
Digest, Automobile Digest, Automo- 
bile Trade Journal, Aviation, Com- 
mercial Car Journal, Fleet Owner, 
Motor, Motor Service, and 8S. A. E. 
Journal. Griswold-Eshleman Com- 
pany, Cleveland, is in charge. 


Naulin Elected Head 
of Milwaukee Adclub 


Arnold A. Naulin, Everbrite Elec- 
tric Signs, Inc., has been elected 
president of the Milwaukee Advertis- 
ing Club. Walter Haise, Hoffman & 
York, was named vice-president; Hor- 
ace M. Kinne, E. F. Schmidt Com- 
pany, secretary, and August Fick, as- 
sistant. superintendent of mails, 
treasurer. 

The board of governors consists of 
T. Clayton Cheney, Milcor Steel Com- 
pany, retiring president; Ralph Olm- 
stead, Robert A. Johnston Company; 
Herbert Ehmke, Graphic Arts En- 
graving Company; Elias Roos, Jack’s 
Letter Service, Inc.; Frank Wood, 
Heinn Company; and Roy Franke, 
Burns-Hall Advertising Agency. 


Hayes Agency Moves 
Charles Elwyn Hayes, Advertising, 
has moved to Suite 1514-16 Mather 
Tower, 75 E. Wacker Drive, Chicago. 


Chevrolet to 
Give ‘G-Men’ 


Via Air-Lanes 


Detroit, Mich., July 11.—Taking 
advantage of intense public interest 
in exploits of operatives of the De- 
partment of Justice, Chevrolet Mo- 
tor Company will sponsor “G-Men,” 
a new weekly radio program, next 
week. Actual cases from official files 
of the Bureau of Investigation will 
provide the background. 

Plans for the program over the 
Red network of NBC were an- 
nounced by company officials follow- 
ing their return from Washington, 
where they conferred with Attorney 
General Homer Cummings and J. 
Edgar Hoover, director of the Fed- 
eral Bureau of Investigation. 

A complete episode, based on gov- 
ernment records of the bureau’s spe- 
cial agents, will be dramatized in a 
half-hour program each week. All 
scripts will be submitted to Director 
Hoover for checking before a pro- 
gram goes on the air. 

Phillips H. Lord, radio’s “Seth 
Parker” who will write the scripts, 
is now in Washington making a first- 
hand study of operations of the Bu- 
reau of Investigation. 

While pleased with public interest 
in spectacular cases it has handled, 
the Department of Justige feels that 
emphasis on its work has been some- 
what distorted, and that the drama 
of the sustained, persistent and re- 
lentless pursuit of criminals, origi- 
nating in its great scientific labora- 
ries, has been subordinated. 


Freshney’s New Work 


Sam A. Freshney has joined the 
staff of J. L. S. Scrymgeour, Detroit 
advertising, merchandising and pub- 
lic relations counsel. Mr. Freshney 
was formerly with MacManus, Inc., 
Campbell-Ewald Company, and Adver- 
tisers, Inc. 


1F YoU WANT 


RAPID 


COPY SERVICE CO. 


BRANCHES~—One 
near you fo serve you 


NEW YORK 


415 Lexington Avenve 
444 Madison Avenve 


VAnderbilt 3-3680 
e 
CLEVELAND 


Union Trust Building 


Main 9335 


CHICAGO 


110 So. Dearborn St. 
228 N. La Salle St. 
360 No. Michigan Avenue 


STAte 5977 


= 


etme ce ae ere anne te Ee te RR NR ERROR A mE NR A SE NN nten B AI NNR RAEN ER ARE A RAS I a tr A AON ee 
; * ~ 
~ a . a “ ° we, ee ie R % 3 a 
se ; Z 
it + a en pe Le ue : 
Ree _ ei ae ; >) Bae: a ge ate 
Ph aoe eae dt z ae e+ : “0 
¢ ee rw mes, » —_ ies : ae ae 
Eitan  # ¥ of eee i Ee ee oe hye eens i ya 
ee | pie Ee eee a OP eae ee, 
, — ee as 7S One ar gine Gia 
: re Fike “ad eS Fig tf ee i aed 2 e fs - eae. VS ae 
; ee ee OR ee > ie ee | 
: eee Me ere ae ty aed rs ee ie ee 
" a ke | ge ee oe" 
" eh aa snes Sere ae A eee, See a coke ect pte ic 
eas BR PR os eae dp ge ake EN ERS 
aes | We che ak : : a : we ar ee hs a ae 
BS rE 
ee ite: 
eae | 
oes | 
- ; ig is — z —- _— — — : = — EE = 
Bhi as 
ads. 
dei, 
' 
; " i: & b - 
_ ae 
Bot thd S 
a ae & o, “a 
ne BY 4 
PC 
| 
a 
3a | SS a 
mh ——[—_ _ _ — —  _ _ — — — — —— — — SS=aBa="EHaBaBana>an>>S=S= 
hae A a a 
GOOD PHOToSTATS 
— ea ~ QUICK- 
— cory| LISAPID. 
Sree 4 ) 
t - ul ‘ SS A) 
, ‘SI | 
one . SUSY. | 
or Bose F . \ , 
© tees eae j = < > / 
: ee  =—_ 4 j 
d * : 
ee q ° VA | 4 
aa i Z 
ii: . Ie y 
i maf 
TNA a S 
mi <—\ “el : 
: Exceptionally well fitted to submit ideas, = as 3 et ©] i ©] = 
ae make layouts. prepare sketches and draw- 
ny eee ings—through every step of production. 
e oe wae 
’ ‘ 
ie 
~ Sa 
q \ 
Cy " a a nies es 
te ee ene wed wn eo 
mene eee 
AE a 
C. D. PEACOCE 
ous wa 
Oe 
| — = a 
Po w ee 
PY . 
| i 
sed pe AE 8 aR a are ON a Seen Ras hte To 6 SP ae ee Rater Ste ees ma ieee rs Shee 7 Mme Ren ete, Se Ton cic coe ole re Be eer Fa ee ee A oy Re ee ee ie ee py APN ao Ue ea em, a een na 


4 = 


July 15, 1935 


ADVERTISING AGE 


EFFORT WINS AWARD 


President Frank McLaughlin (right) of 


Puget Sound Power & Light Company, 
congratulates J. C. Scott, the company's 
director of agricultural development, 
upon the recent winning of the Martin 
Award of the Edison Electric Institute 
for the greatest contribution to rural 
electrification during 1934. The com- 
pany is a consistently large advertiser. 


SAY FURNITURE 
INSTITUTE IS 
AID TO SALES 


New York, July 5.—Attended by 
considerable success in the past four 
years, the Furniture World Educa- 
tional Institute, conducted as a mer- 
chandising project for the furniture 
industry, is undergoing an expansion 
preparatory to the next New York 
furniture market starting July 22. 

Sponsored by Furniture World, its 
purposes are threefold: to provide 
speakers for salesmen’s groups and 
others interested in furniture facts 
and selling, to maintain a permanent 
exhibit at the New York Furniture 
Exchange at 206 Lexington avenue 
and to give complete information on 
new developments in the furniture 
field. 

Work is progressing on a new ex- 
hibit. During the July market week, 
visitors will find several additional 
booths containing educational dis- 
plays. Space in the past has been 
subdivided into 20 booths. A new 
exhibit is prepared for each of the 
four market periods every year. 

Subjects to be presented in the 
booths are selected by an independ- 
ent committee headed by W. H. 
Cordes, advertising manager. of 
American Steel & Wire Co. They are 
chosen with the idea of revealing 
fundamental manufacturing proc- 
esses and information on selling fea- 
tures of furniture. The exhibits are 
installed by firms which the com- 
mittee finds are qualified to handle 
the presentation effectively. They 
are not designed to sell furniture 
buyers, but to help them and their 
salesmen to sell furniture more in- 
telligently. 


Develop New Spring 


An illustration of the service ren- 
dered the industry is the new flat 
spring, which is said to be the most 
revolutionary development in the 
furniture industry this year. It con- 
sists of sturdy spring wire arranged 
roughly in a series of flat “S’’ curves 
which straighten somewhat to pro 
vide the required spring action, pull. 
ing back into place when the pres- 
sure is released. So successful have 
been tests that it is reported the 
Ford Motor Company will use it in 
its next models, to eliminate, along 
with other manufacturers of uphol- 
stered articles, faults found in coil 
spring construction. 

During market weeks courses of 
lectures are conducted at the exhibit, 
five authorities speaking each eve- 
ning. A speakers’ bureau is oper- 
ated the remainder of the time to 
address groups of salesmen in their 
stores or at the exhibit. There has 
been a healthy demand for such 
speakers, according to Furniture 
World. 

The third function of the Institute 
is to keep files of information on 


matters pertaining to the furniture 
business. Some of this material is 
published regularly in the Institute’s 
own department in certain issues of 
Furniture World. 


Founds Tourist Weekly 


A new publication, “This Week in 
Vancouver and Victoria” has been cs- 
tablished at Vancouver, B. C., with 
Gordon S. Gropp as editor and pub- 
lisher. The publication will be dis- 
tributed free at hotels and tourist 
camps. 


Plan Cosmetic Show 


The Perfume and Cosmetic Buyers 
Conference and Exhibition will be 
held Sept. 9-12 at the Hotel Commo- 
dore, New York. Thomas G. Jones, 
109 E. 42nd St., New York, is manag- 
ing director. 


Duke Becomes 
Vice - President 
Of ‘News-Week’ 


New York, July 11.—Thomas J. 
C. Martyn, chairman of the board 
of News-Week, Inc., has announced 
appointment of F. Du Sossoit Duke 
as vice-president in charge of adver- 
tising. Mr. Duke has been advertis- 
ing manager of Fortune since its es- 
tablishment six years ago. 

News-Week has also announced a 
guaranteed circulation of 160,000 for 
1936, effective with the issue of Jan. 
4 and has issued a new rate card. 

Mr. Duke, All-American end and 


varsity captain, graduated from 
Dartmouth in the class of 1918. He 
served in the air forces during the 
war and joined the Ladies’ Home 
Journal upon his discharge. He left 
in 1924 to join the newly-launched 
Time, transferring to Fortune in 
1929. 


Arnold Moves 


J. L. Arnold Company, New York 
Advertising agency, has moved from 
275 Seventh Ave. to larger offices at 
71 W. 45th St. The new telephone 
number is Bryant 9-8650. 


“Nature” Names Hoagland 

Donald Hoagland, magazine rep- 
resentative, 180 N. Michigan Ave., 
Chicago, has been appointed Western 
representative of Nature Magazine, 
Washington, D. C. 


“Minneapolis Star” 
Appoints O. S. & M. 


The Minneapolis Star has ap- 
pointed Guy S. Osborn, Scolaro & 
Meeker, Inc., as its national adver- 
tising representative. The Minne- 
apolis Star was recently purchased 
by the Des Moines Register and 
Tribune, which Osborn, Scolaro & 
Meeker has represented. 

The Des Moines Register and 
Tribune will continue to be repre- 
senee in New York by I. A. Klein, 
ne. 


Radio Contract Renewed 

A renewed contract will keep the 
dramatic serial, “Marie, the Little 
French Princess,” on the air Mon- 
day to Friday afternoons each week 
over Columbia Broadcasting System 
for Affiliated Products, makers of 
Louis Phillippe cosmetics. 


ADVERTISE 


to the 


Mr. Manufacturer, we give you the 
Mortons—every day in the Chicago 
American. This family, typical of 
hundreds of thousands of other 
AMERICAN families, is just about 
the best sort of business prospect 


you can find in Chicago. It isn’t 
so upper class as to be limited in 
number. It isn’t so poor as to be 
limited in buying power. The Mor- 


tons are an average middle class 
family, the most profitable, most 
faithful type of customer a manu- 
facturer can have. 


Definitely, the Mortons mean busi- 
ness. They’re in the market for 
everything. Equally true, they’re 
not in the market for anything 
about which they know nothing. 


Before the Mortons will buy, they 
must know you and your merchan- 
dise. They’re much too modern to 
guess about cars or drugs or cos- 
metics or refrigerators—or what 
have you to sell, Mr. Manufacturer? 
Multiply the Mortons by hundreds 
of thousands and you’ll have a 
good, sound idea of the American’s 
audience. It is a big, powerful 
circulation—indeed the largest 
number of readers it is possible for 


CHICAGO AMERICAN 


you to reach at night in Chicago. 
In market language, it represents 
half of the buying power of Chi- 
cago. In other words, every other 
prospect for your merchandise 
reads the American. Ignore them, 
and half of your sales battle is lost 
before you even begin. So, Mr. 
Manufacturer, advertise to the 
Mortons — for many happy re- 
turns. For as the Mortons go, so 
goes Chicago. 


--.- more Buying Power to you 


NATIONAL REPRESENTATIVES: HEARST INTERNATIONAL ADVERTISING SERVICE 


Rodney E. Boone, General Manager 
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FURNITURE MEN 
HEAR OF G-E'S 
BROAD POLICY 


Chicago, July 11.—‘Correlation” 
and “cooperation” are the biggest 
words in the business vocabulary to- 
day, Carl M. Snyder, appliance di- 
rector of the “New American” home 
building program of General Electric 
Company, told the American Furni- 
ture Mart Press Club Monday as two 
mid-summer furniture expositions 
opened in Chicago. 

At the American Furniture Mart, 
where Mr. Snyder spoke, initial reg- 
istration was the largest in years. 

The General Electric expert, who 
shared the program with two furni- 
ture merchandisers, said that corre- 
lation and cooperation “represent the 
dynamo, the spark-plug of all suc- 
cessful activities.” 

The broader conception of promo- 
tion which has been forced upon all 
industry by events of the past few 
years is illustrated, he said, by Gen- 
eral Electric’s home building pro- 
gram, since the company merely 


manufactures electrical appliances 
for the home. 
New Selling Points 

Mr. Snyder described the com- 
pany’s competition among architects 
to develop new types of homes in the 
$5,000-$15,000 class, representing 85 
per cent of construction in this field. 
Some of the results are being em- | 
bodied in 1,000 “New American” dis- | 
play homes, General Electric actively | 
assisting in their promotion. About 
350 such homes are already under 
construction, bringing new discon- 
tent to families living in obsolete 
dwellings. 

“It is our hope,” he said, “that 
manufacturers of equipment other 
than our own, as well as local deal- 
ers in many lines will become a party 
to each individual localized activity. 

“If it is true that a home is as old 
as its utilities, let us create as great 
a dissatisfaction with existing sur- 
roundings as possible among prospec- 
tive and existing home owners, that 
they may be encouraged to modern- 
ize, renovate or build anew—and that 
quickly.” 


Pollard Advanced 


Harry W. Pollard has been ap- 
pointed Detroit manager for Bryant, 
Griffith & Brunson, Inc., newspaper 
representative, succeeding E. Clark 
Higgins, who has returned to Wil- 
mington, N. C., to engage in news- 
paper work. 


Paramount Appoints 


Paramount Distillers, Inc., Cleve- 
land, has appointed Gordon Vichek 
Advertising Agency of that city to 
handle its advertising. Newspapers 
and direct mail are being used. 
George O. Gould has become produc- 
tion manager of the agency, which 
has taken larger quarters in the 
Rockefeller Bldg. 


Names Detroit Agency 


Simons-Michelson Company, De- 
troit, has been appointed to handle 
advertising for St. Lawrence Service 
Stations, Ltd., a chain of gasoline 
service stations in Montreal. 


Picks Brinckerhoff 


Wetzel Display Case Company, 
Wabash, Ind., has appointed Brinck- 
erhoff, Inc., Chicago, to place its ad- 
vertising. Leo B. Landry is account 
executive. 


Rolfs Resigns 


Baltus Rolfs has resigned as sales 
and advertising director of Amity 
Leather Products Company, and 
Rolfs, Inc., West Bend, Wis. He will 
continue on the board of directors. 


Named by Blair 


Blair Distilling Company, Chicago, 
has appointed Simons-Michelson Com- 
pany, Detroit, to handle its adver- 
tising. 


Advertising Age carries 


the largest advertising 


lineage because it gives 


the biggest dollar's worth 


of promotion value. 


TWO PROMINENT 


LINEAGE GAINS 
ARE CONTINUED 
BY FARM PRESS 


Chicago, July 11—Monthly farm 
papers improved their percentage of 
increase over 1934 in June, National 
Advertising Records reports. Lead- 
ing farm monthlies carried 207,810 
lines in June, 1925, compared with 
190,947 in June, 1934. This is a gain 
of 8.8 per cent. The increase in May 
lineage was about 7 per cent. 

The lineage improvement for all 
farm papers in June was about 3 per 
cent over June, 1934. The figure for 
June, 1935, was 619,991 and for June, 
1934, 601,730. This analysis does 
not include baby chick, livestock or 
classified advertising. 

Individual figures for June, exclu- 
sive of these classifications, are as 
follows: 


Monthlies 1935 1934 
Country Gentleman.... 27,719 28,767 
Capper's Farmer....... 17,784 15,665 
Successful Farming.... 16,008 13,378 
Progressive Farmer and 

Southern Ruralist: 

Carolinas-Virginia 

DIOL, ives ches os 14,788 11,838 

Kentucky-Tennessee 

DUE, baie 5 4'6 6s 2 13,827 11,432 

Georgia-Alabama 

EE Neo eas ee 80's 13,484 11,862 

Mississippi Valley 

ee 13,316 11,130 

Texas Meition........ 12,103 12,198 

All Editions ......... 10,460 10,460 

Average 5 Editions... 13,504 11,692 
Southern Agriculturist. 11,403 9,100 
California Citrograph.. 10,796 9,730 
Country Home......... 10,479 9,915 
Southern Planter....... 5,550 5.015 
Western Farm Life.... 5,171 7,143 
Wyoming Stockman- 

SS CEE 4,385 2,887 
Breeders Gazette....... 2,822 2,744 
Bureau Farmer........ 2,365 1,382 
Farm Journal.......... 1,846 4,609 

Semi-Monthlies 
Arizona Producer...... 13,350 10,851 
Farm & Ranch ....... 12,045 11,521 
Montana Farmer....... 10,911 8.853 
Hoard's Dairyman..... 9,950 11,019 
The Farmer-Stockman. 9,480 16,974 
a | ee 6,994 7.474 
Missouri Farmer ...... 5,356 5,786 
Arkansas Farmer...... 3,489 4,323 

Bi-Weeklies 
California Cultivator... 18,680 14,470 
Washington Farmer... 14,895 11,916 

Zone Advertising.... 1,851 are 
Oregon Farmer........ 14,321 10,796 

Zone Advertising... aes whee 
The Farmer: 

Local Edition ....... 13,985 4,373 

Minnesota Edition... 11,260 12,588 

Dakota Edition...... 11,260 10,484 
Wallaces’ Farmer and 

Iowa Homestead .. 13,421 14,453 
pe) a 12,628 10,719 

Zone Advertising.... 735 5 ors. 
American Agriculturist 12,052 12,671 

Local Zone Advertis- 

ee ea eer 4,980 3,923 
Nebraska Farmer...... 11,104 13.434 

Zone Advertising.... 5,861 5,807 

Average 6 Editions... 12,081 14,345 
Pennsylvania Farmer.. 10,279 10,424 
Prairie Farmer: 

Illinois Edition ..... 9,044 9,749 

Indiana Edition 8,540 8,220 
Missouri Ruralist...... 8,692 11,403 

Zone Advertising.... 796 pee 
Michigan Farmer ..... 8,579 9,226 
Ohio Farmer........... 8,366 8,118 
Kansas Farmer (Mail 

& Breeze)......... 8,359 10,564 

Zone Advertising.... 1,952 ee 
Wisconsin Agriculturist 

and Farmer........ 7,953 9,535 
Dakota Farmer........ 7.798 9,064 
New Eng. Homestead... 7.655 6,421 
Indiana Farmers Guide 4,917 6.610 


CONVENTIONEERS 


Caught in a moment of leisure at Colorado Springs were Dr. H. S. 
Hettinger, N. A. B.'s director of research and William S. Hedges, 


general manager of NBC operated stations. _ 


Pacific Rural Press.... 27,973 24,4 
Rural New-Yorker..... 9,891 10,572 
Weekly Kansas City 
Star: 
Arkansas-Oklahoma 
PEED voc op hen 6056 9,625 12.178 
Missouri Edition .. 9,611 11,786 
Kansas Edition...... 9,555. 11,970 
Capper's Weekly....... 6,718 7,013 
Semi-Weekly Farm 
News: 
Friday Edition...... 5,696 6.064 
Tuesday Edition..... 4,436 6,591 
Dairymen's League 
DO a a ee 5,057 4,093 


Dodge to Use 
Radio for Big 
Sales Meeting 


Detroit, Mich., July 11—When the 
Dodge Economy Day program goes 
on the air July 15 over a Columbia 
network, the general public and the 
vast Dodge field organization will 
take part as listeners in a half-hour 
“business meeting of the air.” 

Through the broadcast, A. vanDer- 
Zee, general sales manager of the 
Dodge division, Chrysler Motors Cor- 
poration, .will convey to co-workers 
and to Dodge owners a_ personal 
greeting and the company’s thanks 
for their part in realizing new high 
sales records for the first six months 
of 1935. 

The audience will consist of mem- 
bers of the Dodge field organization, 
dealers, salesmen, service personnel, 
office employees, Dodge owners, and 
the radio public at large. The Dodge 
field organization now numbers more 
than 60,000 members. 

More than 1,000 newspapers 
throughout the country will be used 
to popularize the economy theme pre- 
sented on the Dodge radio program. 

Ted Husing will be master of cere- 
monies for the program. Artists will 
include Arnold Johnson and his or- 
chestra, the Cavaliers, and Victor 
Moore, comedian. The program will 
be heard at 2:30 p. m., EDST. 

Ruthrauff & Ryan, Ine., Detroit, 
handles the account. 


Store Takes 23 Pages 


in El Paso Papers 


Twenty-three full pages of adver- 
tising were used by Popular Dry 
Goods Company, El Paso, Tex., to 
announce its 33rd anniversary sale 
late in June. The store ran eight full 
color pages in the El Paso World- 
News, eight color pages in the World- 
News Weekly Shopper, three pages 
in the Herald-Post, one page in the 
Times, and three pages in the El 
Paso Spanish paper, El Continental. 

Sales were approximately 35 per 
cent better this year than in 1934. 


Hoye Succeeds Duke 


Stephen R. Hoye has been made 
active advertising manager of For- 
tune in charge of all advertising op- 
erations. One of the original mem- 
bers of the magazine’s advertising 
staff, he was placed in charge of the 
Chicago territory in 1931 and early 
this year returned to New York to be- 
come assistant advertising manger. 
He succeeds F. D. Duke, resigned 


JWT Branch Moves 


The Los Angeles offices of the J. 
Walter Thompson Company have 
been moved to the seventh floor of 
the Edison Bldg. 
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CLASSIC SERIES 


Moth, Merry ROBIN HOOD would Ju 
“BY MY TROTH, HERE'S A LUSTY ALE 
WITH x OLD ENGLISH ae, 
* ra tf . 


Br = » 
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STERLING OPENS 
DRIVE FOR “REAL 
OLD TIME” ALE 


Copy Features Old English 
Literary Characters 


Chicago, July 11.—The shades oi 
beloved figures of English literature 
have been resurrected to speak a 
good word for Sterling “Real Old 
Time” ale, in a newspaper campaign 
launched today by Sterling Brewers, 
Inc., Evansville, Ind., on behalf of 
Sterling ale and beer. 


Approximately 110 newspapers in 
the Middle West and South are being 
utilized for the drive. Space of 600 
lines was taken in the Chicago Trib- 
une today, and 360-line advertise- 
ments appeared simultaneously in 
other newspapers on the list. Other 
large-sized advertisements will ap- 
pear throughout the campaign. 


Approved by Robin Hood 


Almost two-thirds of the opening 
advertisement in the series is de 
voted to a drawing of Robin Hood 
in jovial mood. In a respite from 
ghostly encounters with the King’s 
foresters, the legendary champion of 
the poor declares: “By my troth, 
here’s a lusty ale with rare old Eng- 
lish flavor.” 


The ale copy will picture charac- 
ters of this type to stress the fact 
that Sterling ale is a genuine old 
English type ale, D. W. Stotter, of 
Hays MacFarland & Co., Chicago ad- 
vertising agency handling the ac- 
count, pointed out. Copy on Sterling 
beer will alternate with ale copy in 
some of the newspapers being used. 
In certain territories, outdoor adver- 
tising will be employed. 


Micawber Comes Back 


Poor Mr. Micawber, the “David 
Copperfield” character who was al- 
ways hoping that something would 
turn up, will be shown realizing 
what was possibly one of his fondest 
hopes in another advertisement: 
“Lovable old Mr. Micawber would 
ay: ‘By Jove, Man! ... This Js the 

eal Old English Flavor.’” 

“Righto, Mr. Micawber,” the text 
continues, “The bracing zest of Ster- 
ling Ale’s as English as immortal 
Dickens’ David Copperfield that 
makes you live forever in our hearts. 
How you would have smacked your 
lips over Sterling’s full, mellow, de- 
licious. tang!” 

Use of the Micawber character is 
expected to capitalize on the popu- 
larity of the recent motion picture, 
“David Copperfield,” Mr. Stotter said. 

Among other well-known personal- 
ities who will vouch for the true old 
English flavor of Sterling ale are Dr. 
Samuel Johnson, Sir Walter Raleigh, 
and Long John Silver, of “Treasure 
Island” fame. 

Names of distributors will be listed 
in each city in the ale advertise- 
ments. 

A. L, Lauer is advertising manager 
of Sterling Brewers, Inc. 


Harlan Joins Agency 


Mac Harlan, who resigned as ad- 
vertising manager of Household 
Finance Corporation, Chicago, sev- 
eral months ago, has joined The Mc- 
Cullough Company, Indianapolis ad- 
vertising agency. 


Elect Verona Mackensen 


Verona Mackensen has been elected 
a director of the Buffalo League of 
Advertising Women to complete two 
years remaining of a three-year term 
of Erma L, Oehler, resigned. 


Robbins Founds Agency 


A. S. Robbins, advertising manager 
of Kline’s Department Store, Joliet, 
Ill., since 1930, has resigned to open 
Robbins Advertising Agency, at 409 


Texas Dailies 
Get Awards for 
Good Ad-Setting 


Fort Worth, Texas, July 11—The 
San Marcos Record won first prize 
for the best setting of advertisements 
of over 30 inches, S. P. Harben, sec- 
retary of the Texas Press Associa: 
tion, announced. The competition 


was for the W.N. Beard cash awards.|N. J 


Second place went to the Mission 
Times; third, Haskell Free Press; 
fourth, Stephenville Empire-Tribune, 
and fifth, Hempstead News. 

In the classification under 30 


County News, Luling; second, White- 
wright Sun; third, Mason News, 
fourth, Hempstead News, and fifth, has renewed its contract with the Co- 
Grapeland Messenger. lumbia Broadcasting System on ihe 

T. A. Buckner & Sons publish the | dramatic series, “The Romance of 
San Marcos Record, while the Tri-| Helen Trent,” 2:15 to 2:30 p. m. 
County News is issued by L. H.| EDST, Monday io Friday. 


Bridges. 
wy “Journal” Names Coffin 
Law Bans Peddling William H. Coffin has been named 
An ordinance to prohibit hawking, | circulation manager of the Milwau- 
peddling, vending and house-to-house kee, Wis., Journal, succeeding O. V. 
soliciting has been passed by the | Fragstein, resigned. George Schroe- 
borough council of Bradley Beach, |der will succeed Mr. Coffin as state 
2 circulation manager. 


Hopper Renews 


Edna Wallace Hopper, cosmetics, 


Col. Kahlert Retires | Opens Hoboken Agency 


Col. Charles C. Kahlert has sold| Frank Mascarich has organized At- 
his half interest in the Perth Amboy, |lantic Advertising Agency, with of- 


N. J., News to Cornelius F. Kelly of | fices at 1000 Hudson St., Hoboken, 
IN. J. 


D’Arcy Bldg., Joliet. 


inches, first prize was taken by Tri- 


New York, and is retiring. 


ANNOUNCING 


A COMPETITION IN DESIGNS FOR 


AMERICAN TYPE FACE 


TO BE CONDUCTED BY 


THE NATIONAL 


The Board is composed of representatives 

from the following organizations 

Art Directors Club, New York City 

The Society of Typographic Arts, Chicago 

The American Institute of Graphic Arts 

The American Association of Advertising 
Agencies 

The United Typothetae of America 

The Advertising Typographers of America. 

The duties of the board are to meet peri- 

odically to examine new type faces, to decide 

which of the new types in its opinion have 

the qualities of legibility, beauty and suit- 

ability for advertising and general use, and 

to publish reports of its decisions. 


DESIGNS The designs may be for (1) 
advertising types, including (2) special dis- 
play types, such as are used for headings, 
(3) book types. 


PRIZES The prizes offered are, for 
the best type face suitable for general use 
Piet prises. =. wtiwti(<“j . $300 
Second prize. . . . . . . $150 
for the best type face suitable for adver- 
i 
for the best type face suitable for book 
printing. . . . , . $100 


AWARDS. The prizes will be awarded 
to the designs which in the opinion of the 
jury will result in type having the highest 
degree of legibility, beauty, usefulness, and 
originality, and which are presented in an 
attractive and workmanlike manner. The 
National Board on Printing Type Faces will 
act as a jury for determining the awards. 


OWNERSHIP The prize winning 
designs remain the property of the designer 
but the National Board on Printing Type 
Faces will endeavor to assist in the sale of 
the prize winning designs to type founders, 
or composition machine companies. In the 
case of type faces winning the first and sec- 


ond general awards, The Advertising Ty- 
pographers of America retain the privilege 
of the exclusive use of both types for a 
period of one year after their production. 


ELIGIBILITY Designers, profes- 
sional or student, men or women, from any 
part of the United States are eligible to com- 
pete in this contest. As the object of the 
National Board on Printing Type Faces is 
to promote type design in this country it is 
hoped that designers who have not previ- 
ously worked in this field, and especially 
student designers, will enter the competi- 
tion. Original and experimental ideas are 
particularly desired. 
It is necessary to register for the competi- 
tion with: 

E. M. Diamant, Chairman, 

National Board on Printing Type Faces, 

461 Eighth Avenue, New York City, N.Y., 
advising him by letter or postcard the num- 
ber of designs you will submit. 
Competitors may submit one or more de- 
signs but will not be eligible for more than 
one prize. 


PRESENTATION The designs are 
to be submitted in the form of a set of draw- 
ings in black on sheets of white bristol board 
12 x 18 inches in size. The letters are to be 
144” in height for the lower-case b. 
The following drawings are requisite: 
1. A drawing in roman lower-case letters 
using any sentence which contains all the 
letters in the alphabet, such as 
A QUICK BROWN FOX JUMPS OVER 
THE LAZY DOG 
or JOHN QUICKLY EXTEMPORIZED 
FIVE TOW BAGS 
2. A similar drawing in roman capital 
letters. 
3. A similar drawing in italic lower-case 
letters. 
4. A similar drawing in italic capital letters. 


Competition sponsored by the 


ADVERTISING TYPOGRAPHERS 


OF AMERICA 


For further information address Executive Secretary, 461 Eighth Ave., New York City 


BOARD ON PRINTING TYPE FACES 


In the case of special display types, those 
drawings which are not required to show the 
design of the type may be omitted. Each 
set of drawings is to be placed in a paper 
folder together with a sealed envelope con- 
taining the designer’s name and address. A 
distinguishing symbol shall be placed on the 
back of each drawing, on the folder, and on 
the envelope containing the designer’s name. 
As the:names of the designers are not to be 
known'‘until after the awards have been 
made; the symbol used: should not in any 
way identify the designer. Drawings must 
be sent flat, not rolled. A typewritten sheet 
containing any notes regarding the designs 
may accompany the drawings. To qualify 
for awards all designs submitted must follow 
the specifications and conditions here given. 


TIME All entries must be sent post-paid 
to 

E. M. Diamant, Chairman, 

National Board on Printing Type Faces, 

461 Eighth Avenue, New York City, N. Y. 
and must be received before midnight on 
October 1, 1935. The awards will be an- 
nounced on November 1, 1935. 


RETURN OF ENTRIES Ifthe 


competitor desires to have his designs re- 
turned to him, a statement to that effect 
must be included in the sealed envelope 
which accompanies the drawings. 


RESPONSIBILITY The National 


’ Board on Printing Type Faces will take 


every means to secure the safety of the 
designs submitted, but will not be held re- 
sponsible for any loss or damage. 


EXHIBITION Following the award 
of prizes all of the drawings submitted or a 
selected number may, at the discretion of 
the jury, be placed on exhibition for a period 
of three months. No designs will be returned 
until the conclusion of the exhibition. 


Typography 
That 
Sets Up 
an Ideal 
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METEORIC LIFE 
OF RAY LONG 
ENDS SUDDENLY 


Editor Is Called Suicide by 
Coast Officials 


Los Angeles, Cal., July 11.—Ray 
Long, whose flaming genius carried 
him to the pinnacle of the magazine 
field for a brief span, ended his life 
here Tuesday night, according to po- 
lice. Long, one-time president and 
editor-in-chief of International Mag; 
azine Company, was found dying in 
his home in Beverly Hills from a 
wound in the head. The editor, who 
was 57 years old, died in the emer- 
gency police hospital shortly after. 

Long was probably better known 
to national advertisers and agencies 
than any other editor of recent 
years. Though his outstanding abil- 
ity centered in ability to spot latent 
writing talent, as president of the In- 
ternational Magazine Company from 
1927 to 1930 he was charged also 
with supervision of advertising de- 
partments. 

Long fitted into this role without 
difficulty. Possessing a personality 
of great charm, he made a legion of 
warm friends for himself and his 
company during these years, repre- 
senting the pinnacle of his career. 


Son of Indiana 


Ray Long was born in Lebanon, 
Ind., in 1878. Though he was forced 
to earn his own bread at the tender 
age of 13, he was destined for the 
publishing field and as a young re- 
porter on the Indianapolis News and 
later on the Cincinnati Post he 


Want 


RESULTS? 


RADIO} 
Ae ee Sd 
SHORT WAVE | 


Advertising Management 
H. D. CRIPPEN & W. P. JEFFERY 
461 8th Ave.. New York. SBryant 9-5142 
Midwestern Representative 
VIRGIL MALCHER 
w. acker Dr.. Chicage 
Randolph 7100 


SPORTSMEN MUST EAT 


So far this year, advertisers of 
food products have spent more 
of their advertising dollars in 
the National Sportsman-Hunt- 
ing & Fishing combination than 
in any other outdoor magazine. 


NATIONAL SPORTSMAN 
and 
HUNTING & FISHING 


Boston NewYork Chicago Atlanta 


This picture of the noted editor 
was made during his tenure with 
"Cosmopolitan." 


showed flashes of the budding genius 
which soon carried him to the man- 
aging editor’s chair of the Post. 
Here he showed a sympathetic in- 
terest in the development of such 
ambitious youngsters as Roy How- 
ard, now head of Scripps-Howard 
Newspapers, and O. O. McIntyre, no- 
ted columnist. Both were his life- 
long friends and admirers. McIntyre 
became a relative by marriage. 
Long soon became a magazine edi- 
tor, starting with the defunct Hamp- 
ton’s Magazine and expanding to the 
Red, Green and Blue Book, where he 
made a reputation for ability to spot 
promising authors and develop them 
into stars of the first magnitude. In 
this way, he first presented to the 
American public such great writers 
as Channing Pollock, Rennold Wolf, 
Rupert Hughes and Albert Payson 
Terhune. 
By making Redbook an important 
factor in the magazine field, Long 
smashed the tradition that successful 
Magazines must be rooted in New 
York. 
The paths of Long and William 
Randolph Hearst crossed in 1919, 
when the publisher engaged Long to 
edit Cosmopolitan. Here Long made 
a sensational record which led to sig- 
nal recognition when in 1927 Mr. 
Hearst named him president of his 
Magazine company, with the addi- 
tional title of editor-in-chief. Long’s 
salary check was reputed to total 
$180,000 a year at this time. One of 
his scoops which upset all tradition 
was signing Calvin Coolidge as a 
contributor while he was President 
of the United States. 


Entered Book Field 


Upon leaving the Hearst property, 
Mr. Long engaged in a book publish- 
ing venture with Richard R. Smith. 
In August, 1932, he walked out of 
the editorial offices and set sail for 
the South Sea Islands. 

He returned a year later and for 
a time promised to pick up the 
threads he had cut so abruptly. 
Early this year, he became editor of 
Photoplay, founded by the late Jim 
Quirk, an old friend of Long’s. He 
soon wearied, however, and moved to 
Los Angeles as a representative of 
Liberty, another Macfadden publica- 
tion. Long occupied the remainder 
of his time with motion picture writ- 
ing. Failing health, however, had 
helped extinguish the remarkable 
gift for expression which was one of 
his greatest assets. 

Long was twice married. His first 
wife, nee Pearl Schou, died several 
years ago. His second marriage was 
to Lucy Virginia Bovie, of Gallipolis, 
O. They had one son, Ray Long, Jr. 


Lever Adman Married 


James Houlahan, a member of the 
advertising department of Lever 
Brothers, Cambridge, Mass., and Ma- 
rion Lyons, of Somerville, Mass., 
were married June 29. They are now 
on an automobile tour of New Eng- 
land. 


Manship Steps Up 
Charles P. Manship, Jr., has been 
made national advertising manager 
of the Baton Rouge, La., State Times 
and Advocate. He was associated 
with the New Orleans Times-Pica- 


yune for two years. 


Radio Stations 


Of Newspapers 
Will Organize 


Colorado Springs, Col., July 9.— 
Organization of newspaper-owned 
stations as a section of the National 
Association of Broadcasters was in- 
itiated at a meeting here last night. 

The plan, which has been discussed 
for several years, will be developed 
by a committee consisting of Walter 
Damm, WTMJ, Milwaukee Journal, 
chairman; Dean Fitzer, WDAF, Kan- 
sas City Star, and Lambdin Kay, 
WSB, Atlanta Journal. 

Forty-two of the 77 newspaper sta- 
tions which are members of the N. 
A. B. were represented at last night’s 
meeting. 


Western Poster 
Campaign Aids 
Safety Drive 


San Francisco, Cal., July 5.—Out- 
door advertising in the West is add- 
ing its protest to that of other me- 
diums against the senseless slaughter 
of men, women and children by mo- 
tor cars. Foster and Kleiser have 
donated their facilities for reproduc- 
tion of a painted bulletin throughout 
twelve Western states. 

Hayden Hayden, one of the coun- 
try’s outstanding commercial artists, 
designed the first poster, as well as 
a second, which will appear on out- 
door displays in the fall. Like Fos- 
ter and Kleiser, Mr. Hayden gave his 
work free as a contribution to the 
campaign for safety. 

The first bulletin is reproduced in 
an adjoining column. The second, 
equally dramatic, portrays a police 
officer holding a child’s body and cry- 
ing, “Stop this killing!” 

The first bulletin appropriately ap- 

peared during the Western safety 
conference called by Governor Mer- 
riam, of California, under the aus- 
pices of the National Safety Council 
and National Bureau of Casualty and 
Surety Underwriters. These confer- 
ences will be held annually, the sec- 
ond being scheduled for Portland, 
Ore. 
The photograph was snapped dur- 
ing the conference. It shows promi- 
nent members of the conference 
standing in front of the bulletin. 


Butterick Head Explains 
Plan of Reorganization 


Under a plan of reorganization of 
the Butterick Company under section 
77b of the Bankruptcy Act, common 
shareholders would receive one share 
of common stock in the new company 
for 20 shares in the old. The plan 
was presented by Stanley R. Lat- 
shaw, president, in testimony before 
Peter B. Olney, Jr., Special Master, 
in New York. 

The plan provides for payment of 
debenture holders and general cred- 
itors on the same basis, one share of 
preferred stock and one share of new 
common stock for each $100. Under 
the plan, $300,000 would be invested 
in the company by the two largest 
creditors, the Oxford Paper Com- 
pany and Cuneo Press, Inc., in return 
for notes, interest and common stock. 


Nunn-Bush Invites 
Dealers to Factory 


Booklets containing invitations to 
visit the Nunn-Bush plant at Milwau- 
kee, during vacations in Wisconsin, 
are being sent to dealers handling 
Nunn-Bush Ankle-fashioned oxfords. 

The mailing piece promotes Wis- 
consin as an ideal vacation state, and 
the factory as a place where only sal- 
aried craftsmen are employed, and 
where “hurried pieceworkers” are un- 
known. 


Whiteside Resigns 
as Goodwin Officer 


George Whiteside has resigned as 
vice-president of the Goodwin Corpo- 
ration, Chicago, with which he has 
been connected since its formation 
two years ago. 

Mr. Whiteside formerly served 
Meredith Publishing Company, 
O’Mara & Ormsbee, and Curtis Pub- 


Among those playing important roles in the N. A. B. convention at 
Colorado Springs last week were: A. J. McCosker, of WOR, Newark, 
board member, and Isaac D. Levy, WCAU, Philadelphia, N. A. B. 


treasurer. 


SEABOARD OPERATORS SWAP YARNS 


Charge Dollar 
To Enter This 
Slogan Contest 


New York, July 12.—The National 
Conference on Legalizing, Inc., will 
award 68 prizes ranging from one of 
$10,000 down to 50 of $40 each to 
winners of a contest to originate a 
slogan to accompany a Howard 
Chandler Christy poster. 

This is one of the first efforts in a 
campaign to gain 100,000 new mem- 
bers. In order to enter the competi- 
tion, it is necessary to become a mem- 
ber of the conference through pay- 
ment of a $1 membership fee. 

John W. Darr, public relations 
consultant, who has served several 
national advertisers, has been re- 
tained. 

Mr. Darr said that since no adver- 
tising appropriation is available at 
present promotion will be restricted 
to the display in shop windows of 
reproductions of the official poster, a 
canvas painted and donated by How- 
ard Chandler Christy. 


Keeley Promoted 
C. R. Keeley, vice-president and 
merchandising counsel of Toilet 
Requisites, New York, for six years, 
has been made first vice-president 
and advertising director. 


Joins “Esquire” 

Edith R. Doane, formerly of Car- 
man-in-New England, has been named 
office manager of the Boston office of 
Esquire, Apparel Arts, and Homefur- 
nishing Arts. 


Roberts Hunts Photos 


H. Armstrong Roberts, Philadel- 
phia, pictorial photographer, sailed 
June 30 for an extended “photo- 
graphic” tour of Europe. 


J. T. Northrop Dies 


John T. Northrop, 46, head of the 
Northrop Advertising Agency, Kala- 
mazoo, Mich., dropped dead at his 
office July 3. 


Gets American Account 
Matteson-Fogerty-Jordan Company, 
Chicago, has been appointed to 
handle advertising of American 
Products Company, Cincinnati. 


Force Gives Tumbler 


Tying up with a new program to 
be heard on Eastern stations of the 
Columbia Broadcasting System start 
ing July 15, Hecker H-O Company, 
Buffalo, is featuring a tumbler with 
each two packages of Force toasted 
wheat flakes purchased. The figure 
of broncho-riding Bobby Benson, fea- 
ture of the “Bunkhouse Serenade” 
program, is shown in three colors on 
the tumbler. 


Joins Carr Liggett 


Aubrey A. Levenseller, for several 
years copy chief of Cramer-Krasselt 
Company, Milwaukee, has joined 
Carr Liggett, Inc., Cleveland, as vice- 
president in charge of plans and 
copy. 


A. N. A. Elects Sugar Firm 


The American Sugar Refining Com- 
pany, New York, has been elected to 
membership in the Association of Na- 
tional Advertisers. D. T. Poole will 
represent the company in the A. N. A. 


Names Bayless-Kerr 


Nichols-Lintern Company, Cleve- 
land, maker of bus heaters and ven- 
tilators and industrial safety equip- 
ment, has appointed Bayless-Kerr 
Company to handle its advertising. 


W. H. Peterken 
General Manager 


Convenient to all advertising cen- 


ters. Within 1 block to Radio 
City, Roxy, Capital, and many 
other theatres. 1,000 = cheerful 


rooms, each with bath, radio, serv- 
idor and iced water. Daily rates 
from $2.50 single, $4 double. 


HOTEL VICTORIA 


7th Avenue—5Ist Street 
NEW YORK 


When making reservations, 
ADVERTISING AGE 


mention 


Inserts, Calen 


Have our representative call. 


lishing Company. 


KETTERLI 


Sales-producing Booklets, Folders, 
ars, Window 
Displays, Counter Cards, and 
Complete Direct Mail Campaigns. 


_gnst WON 


PHILADELPHIA NEW YORK CHICAGO BOSTON 


4 


ee 2 ee Re es eee oe ee See | : é een Tg eee eee : cs es: : “ z - ; ee he ee S oo ss oe cs e R . = ia a eee J 
, ene a TS a Nm A A on a aR A Ee NE A me RCS eT SR A A RI mm A A SAREE SAY 5 SR RIE uc NR NE AAAS 
|: LONG AT PEAK | | ee ? 
ARS yd es 7, | 7 4 : : " iat 
a | (ie 2? | me 
alte i — ~ 4 . ‘ 
| a Ss e i ‘ i ee 4 ‘ 
rene | an | io: Sa ; ; < .. # 
eee ~ a | . Ne Be Ly. 
7 ‘ 2 ; SN Gee = ; 
oe ae , = i, RS ae “4 eo + ‘hs 
ape  * — = , i a. ce a aig 1 
REA: Tess SS a an SS d < a oS — F “4 Ment 
Srioain Oe — A gi >>. . | & i ls . Paik bat ae +% “e' 
a eae, | a < SS Seas y aes ee ee ; 
s Saar “ee : i. : a o SS oe : i “ eee § » ’ _ e 
aed 2 ; “ te _ : : ; 7 if > & Me = ian a : j € a i? . : “ a as ay, A i : 
AR Ps ie Se ae Bae Es» * ee a : 3 *. eee ‘ ; : ¥ re beg OF 3 j =. 
ee a ae _———-  §«§ : —— | gad 
oe 
ag ee 
iG ee 
ag oa a 
‘s oer ase tie 
Bee na oe CN 
Be | 
a | 
| —— | 
iis 
+ he. e : | - $$$ 
co | —— 
ae F , | 
oes eri 2 pa ___________________; Po 
SS — ; } / 
‘ae eee WOAS 44) j 
hn Y ( Wy. 
eater ees th: 3 
teal " ae _- os | — ooo 
Advertise in wy ADVERTISING 
ol We | (i ; H 4a, i 
|e LIKE 
el! se . 
el a, 
DP eeeeee: ECE Bi, 
in A eee Ratt, 
: ey: || RRR 
a Peg | CER eR NEW 
ne ee Berea | HBR 2 
e | eS Hgscintiagias §=YORK 
‘ | | ani meee cates ts tne 
eacioans HOTEL 
ays» | a 
ss 
| re 
one, Mu | Pe 
Tats , NTING } 
aes AWA) —— | 
AWA Awe a 
A — 
vy te 
| 6) 5 q _ 
¥ oe Ss: ari 
} : SE Ss mee ee ee are 
| U Ss 
Pe 
ERTS 
i _ tigen Lo ; 
en of | 
er aii Wea bid Sie iis a Uae Bae sheet ea ed ales 0S, a eae eee gy eRe heh OM Mar eee elke yt Rye cia y iui ie ee a gee ea rea SAN i's i te y 
cage a Stes ona eee eke i Spee ah toe ag Seas hen simak -p Sy ene fae TONY Roe pice Naive Na eater cia co 18 TR ra eo ene ee, arial Se | eee Spats To go te ee ree hae) oF alee RROD aualan eae T aeeate a ey: ae Oe ME ee ae cae iss 
5 er ees Soe ery In aig MOR a og tr a a Ns Seo ee Ae hs <2 Se) amen eS al A eee oc eerie eg ay Saree 


4 


July 15, 1935 


ADVERTISING AGE 


Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE, 


No. 765. Trade Influence of Harper’s 

Bazaar. 

The value of the merchandise pro- 
motions conducted by Harper’s Ba- 
zaar for its advertisers is illustrated 
in this folder, which describes Shoe 
Style Week, staged in retail outlets 
March 4-9. 


No. 723. Hzatra Spending Money. 


The Oklahoma Farmer - Stockman 
explains how the oil industry pro- 
vides $115,000,000 additional revenue 
annually for Oklahoma and North 
Texas farmers. 


No. 773. An Inventory of 100 Cigar 

Outlets. 

The Indianapolis Times’ merchan- 
dising department has secured data 
on the position of all cigar brands in 
all price ranges in the Indianapolis 
market. Among pertinent data dis- 
covered are the number of brands in 
each price range, and the number of 
brands stocked by the average store 
in each price range. 


No. 774. Specimens of Printing on 
Kleerfect and Hyfect. 
Kimberly-Clark Corporation 

gathers together examples of print- 

ing on Kleerfect printing paper, to 
show how Kleerfect reproduces four- 
color photography, combination wash 
and line, and other work. Also dis- 
played are specimens of printing on 
Hyfect, all-purpose book paper. 


No. 775. 
People. 


Country weekly newspapers, reach- 
ing 3,364 communities or a market 
of 12,000,000 people, are listed by sec- 
tional groups in Western Newspaper 
Union’s new market book. Striking 
figures show the importance of small 
towns and rural communities in ad- 
vertising and sales plans. 


No. 776. KYW Areas. 


This brochure maps the primary 
and secondary listening areas of 
KYW, Philadelphia. The areas were 
determined by tabulation of all list- 
ener mail over a three-months period. 
Statistics on buying power and an- 
nual retail sales are provided, in re- 
lation to these areas. 


A Market of 12 Million 


No. 701. Describing a Merchandising 
Service That Builds Sales in Chi- 
cago. 

An interesting brochure explaining 
in detail how Creative Displays, Inc., 
operates in window display installa- 
tion work for national advertisers. 
The various forms and checks on in- 
stallers used are included and ex- 
plained. The booklet will give many 
advertisers a new idea of the inside 
workings of a display installation 
service. 


741. Good Housekeeping Announces 
the Beauty Clinic. 

Good Housekeeping pictures its 
new beauty salon, where the maga- 
zine’s beauty editor and assistants 
will determine the practical worth 
of beauty preparations offered for 
advertising in Good Housekeeping, 
supplementing the scientific tests of 
purity and safety as conducted for 
many years by Good Housekeeping 
Bureau. 


740. NBC Recorded Program Serv- 
ice for National and Local Spot 
Advertising. 

This booklet announces that NBC’s 
program building facilities are now 
available for the effective and eco- 
nomic handling of recorded program 
problems. The entire scope of the 
NBC Recorded Program Service is 
covered in this convenient handbook. 


No. 721. Poster Advertising. 

A new schedule of markets, cities 
and towns in which Foster & Kleiser 
Company delivers poster advertising 
service, showing population, coverage 
requirements, circulation, prices and 


G-E 10 LAUNCH 
BIG CAMPAIGN 
ON METAL TUBE 


Bridgeport, Conn., July 12.—What 
is said to be the largest cooperative 
dealer-manufacturer advertising pro- 
gram ever attempted in the merchan- 
dising of radio sets will feature an 
intensive drive, beginning in August 
and continuing until Christmas, on 
General Electric Company’s new 
metal radio tube. 

A million dollars has been appro- 
priated to pay for one-half of the 
space charges of individual dealer’s 
copy. Thus at least two millions will 
be expended for advertising appear- 
ing above the names of local distrib- 
utors. Young and Rubicam is the 
agency. 

Other Makers Busy 


At least five other manufacturers 
of radio sets are rushing plans to 
construct models utilizing the metal 
tube: Stewart-Warner-Alemite Corpo- 
ration, makers of Stewart-Warner 
radios; Stromberg-Carlson Manufac- 
turing Company; General Household 
Utilities Company, headed by Wil- 
liam Grunow, former manufacturer 
of Majestic radios; Atwater Kent 
Manufacturing Company, and RCA 
Manufacturing Company, Inc. 

Batten, Barton, Durstine and Os- 
born, Inc., is preparing a fall cam- 
paign for the new Atwater Kent in- 
strument. Advertising plans of other 
companies are not yet formulated. 

To supplement General Electric’s 
cooperative sales promotion effort, 
large space advertising has been 
scheduled to appear at regular inter- 
vals in 77 key dailies. 

National magazines having an ag- 
gregate circulation of more than fifty 
million will carry a total of 44 full 
pages of copy. 

It is planned to awaken the inter- 


something to 


MOTHER NATURE HELPS PABST POSTER 


The flooded Smoky Hill river at Salina, Kan., provided Pabst's poster 
fishermen with plenty of real water and gave marooned residents 


smile about. 


est of general consumers through 
space in the Saturday Evening Post, 
Collier’s and Time; the technically- 
inclined through Popular Science and 
Popular Mechanics; amateur oper- 
ators and short-wave fans through 
Radio News, Q S T, and Radio 
Craft; and radiotricians through 
Service. 

A broadcast hour is planned over 
one of the national networks. Talent 
has been selected. 

Exhibition space has been arranged 
for display of the new equipment at 
the Waldorf-Astoria Hotel in New 
York. 

The theme of all copy stresses 
technical and scientific benefits of the 
recently perfected tube. The first 
advertisement, a spread to appear in 
national magazines late in August, 
is headlined, “Out of the ‘House of 
Magic’ . . . a new radio miracle!” 

This refers to the famous G-E lab- 
oratory in Schenectady, N. Y., where 
so many radio devices have been in- 
vented. 

Copy calls the new metal tube “a 
development so important that a com- 
pletely new radio has been built 


around it.” The complete set is de- 


scribed as “General Electric’s All- 
Wave radio with the metal tube that 
is ‘sealed in steel.’” 


To Build Its Own 


Until May 1 of this year all G-E 
radio chassis were made under con- 
tract by RCA Manufacturing Com- 
pany. At that time the contract ex- 
pired and G-E decided to build its 
own equipment. 

Through the new plan all manu- 
facturing and marketing of G-E sets 
will be concentrated at Bridgeport. 

Hygrade-Sylvania Corporation, in- 
dependent manufacturers of radio 
tubes, has also begun production of 
a metal tube. Since the tubes are 
so constructed that they cannot be 
used for replacements in sets now 
using glass tubes, no consumer ad- 
vertising is planned until metal tube 
radios have achieved wide sale. 


Conlon with Arnold 


Raymond W. Conlon has joined J. 
L. Arnold Company, New York, as 
production manager. Mr. Conlon was 
formerly with Hanff-Metzger and 
more recently with Union Carbide 


and Carbon Corporation. 


Flood Waters 
Lend Realism 
To Gas Poster 


San Francisco, July 12.—A dash of 
exceptional realism was recently 
added to an outdoor poster adver- 
tisement of the Pacific Gas & Elec- 
tric Company, San Francisco. As 
part of a promotional campaign, the 
company used posters throughout 
northern California to promote au- 
tomatic hot-water heaters. The 
poster showed a man singing in his 
bathtub, and bore the slogan, “Hot 
Water and Plenty of It.” 

One poster was located just off the 
highway on the banks of the 
Feather River, which later became 
swollen during a storm. Water rose 
to a depth of several feet, and im- 
mersed part of the poster, thus giv- 
ing the public the spectacle of the 
bathtub singer actually seated in 
swirling waters. 


Appoints Danielson 
Advertising of Toxikida has been 
placed with George W. Danielson, ad- 
vertising agent of Providence, R. I. 
Toxikida is a remedy for ivy, sumac 
and dogwood poisoning. 


Majestic’s New Agency 

Majestic Mfg. Company, St. Louis, 
manufacturer of stoves and ranges, 
has placed its advertising with An- 
fenger Advertising Agency. 


Norris to Agency 
Dwight W. Norris, for the past two 
years sales manager of Stations 
WBZ-WBZA, Boston, has joined Dowd 
& Ostreicher, Boston, as account 
executive. 


Starts “Fabrics” 


Haire Publications, New York, will 
begin publication of Fabrics July 27. 
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Representative: 


Detroit News 


THE HOME NEWSPAPER 


ee 


I. A. KLEIN, Inc., 50 E. 42nd St. 


\ 


With seasonal recession less than 
normal, with some production 
schedules revised upward, Detroit 
even at the middle of the summer 
season is still America’s most fruit- 
ful market. And The News is De- 
troit’s outstanding medium because 
it covers most of the financially able 
homes. The better the district the 
better The News covers it—all sur- 
veys show. 76% of Detroit News 
city circulation is home delivered by 
exclusive News carriers. Your ad- 
vertising in The News goes HOME 
—where all buying decisions are 
made. 


a ® 


Chicage Representative: 


J. E. LUTZ, 180 No. Michigan Ave. 
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ADVERTISING AGE 


July 15, 1935 


JUNE LINEAGE JUNE NEWSPAPER ADVERTISING LINEAGE FOR 1935 AND 1934 IN LEADING CITIES 
Total Total 
re ; ? : (Including (Including 
Cite Retail General Automotive Financial Classified Legal) City Retail — General Automotive Financial Classified Legal) — 
19%5 1,207,670 178.161 143.377 13.119 1.895.793 1935 1,186,563 443,950 190,228 12,573 520,280 2,401,299 
Akron ....... 1934 1,231,481 195,386 132,131 7,665 1,852,554 | “Milwaukee ...1934 1,168,599 468,566 186,585 29,395 523,434 2,431,782 
Dift —23,811 —20,235 +11,246 5,454 + 43,239 bDift +17,964 —24,616 + 3,643 —16,822 —3,154 —30,483 
‘ 1935 759,745 356,862 176,882 60,512 "1,766,786 1935 1,063,162 388,442 164,947 22,277 $27,729 2,001,545 
ied co i9s4m ; 411,216 181'948 49°264 2'983'574 | Minneapolis ..1934 1,174,121 380,294 194,961 21,781 285,008 2,079,506 
. bDift 54,364 —6,066 +11,248 —316,788 Diff —110,959 +8,148 —30,014 +496 + 42, 721 —77,961 
1935 102,010 $4,336 "9,788 97.840 676.711 1935 1,360,580 707,179 48,347 266,348 2,619,604 
Albuquerque .. 1934 120,853 98,869 7,796 87.489 689,553 | Montreal ..... 1934 1,480,140 673,964 57,217 259,688 2,653,325 
_— York, July 11.—Total atten. af Dift —18,843 —14,533 +2 992 —9,649 —12,842 Diff —119,560 + 33,215 —8,870 + 6,660 —33, 731 
tising lineage in newspapers of 81], alii 1985 983,537 346,116 156,396 37,655 369,085 1,900,717 | +Muncie 1935 533,731 105,641 13,225 107,732 $23,759 
p re F: haere 93 921,173 2,147 217,058 33,367 290,666 1,867,964 ee _ . ¥ 
cities measured by Media Records, Dift 62.364 36,031 60,662 + 4,288 + 78,419 ‘4. 32 353 1935 564,808 199,250 98,640 26,261 136,827 1,032,499 
Inc., shows a gain of 4.3 per cent in . : Seika kita a 5Nashville 1934 569,802 208,417 126,265 19,150 101,111 1,033,804 
June, 1935, over June, 1934. These|s,tiantic city. 1935 310,338 69,418 33,050 1,791 65,263 499,431 —9,167 —27,625 +7111  +35,716 —1,305 
é 280, 28 5, 52, 67,017 500,087 ~ jailing 
figures are strictly comparative, fig- Diff  +30,057 +3,857 —19,794 +980 —1,754 "656 348,603 144,655 42,208 466,487 2,490,396 
ai ae tek attien Gor ettem ttedia| — —_. —_ Newark ...... 369,900 207,917 42,698 286,483 2,276,050 
1935 587,468 226,293 56,120 9,02 9 —21,2 — 63,262 _ 214, 
Records gave 1935 figures, but none | *Baltimore 1934 1, 673,829 250,427 47,506 483,627 3,269,531 cena one — eo enererenennnes 
for 1984, being excteded. Diff 29/881 86361 —24134 +8614 +35,393 = —95,840| we 367,616 142,695 25,043 566,624 2,695,389 
; : = ee Oho. New Orleans. ’ 449,776 159,804 33,576 426,112 2,488,576 
Classified advertising is the pres-|_ 1935 286,000 182,081 55,833 1,481 106,780 591,342 5 82/160 —17,109 —8,533 + 140,512 i286 S13 
ent sensation of the newspaper field tBangor ..... ety wt 24 eye eat 2,318 $5,585 691,262 . Pryry +0! rr 
, i —$1,07 —29, —8,134 —837 21,195 —99,9 935 561 AT 976 2 
June, 1935, showing a gain of almost ——__—— - IIMB scsi 99,920 | ow York....d9ae sassan oneisdse © avicese © ateise  "penaes | 11008:838 
“er Lod 7 «4 “a7 7 - © j . 4 = F ’ ’ : 
6,000,000 lines over the same month [pipmingham i936 eon821 370,107 158.080 19486 109,073 erty ty Die _+ 609,008 _—ser.fee eS es OE 
- é 1938 91,8<¢ ‘aye . 7, d 362,98 - paras * “~ — -_ 
in 1934. Since classified is gener- Diff 455441 791995 15.493 +20:955 4451431 231979 “—_* —- Se CUS TY, 186 oy A 
; —_ es él trooklyn ..... 714,630 344,528 114,949 36,493 388,544 1,815,004 
ally regarded as a valuable business 1935 2,224,112 1,073,281 304,007 3 oss Diff —148,791 —35,281 —37,214 —7,616 —76,057 —162 
’ 77,525 667,346 4,399,255 o6.08 152,168 
index, the omen is taken to be aj**Boston .....1934 2,369,974 1,172,687 371,591 $2,518 616.751 4,657,992 ms 1935 77 4410 47.86 4,822 37,505 523,972 
vi eonnnen 9 ied an RO ROS one Fe yy oes 7,867 ey " ete 
camantiin ena, Diff —145,862 99,406 67,584 = —4,993 + 50,595 + —258,737 | Niagara Falls..1934 61,409 54,179 8,139 30,424 533,624 
General advertising declined]... 1935 1,391,388 359,545 192,109 29,695 312,432 2,308,978 Dit 1.006 8,999 6.812 8.817 An 
Puffalo ....... 924 1,298,229 396,330 265,655 54.5 298.196  2°327/38 . " : 
slightly in June, 1935, but financial Dit ‘+9869 — 36785 —7Re46 = —24,816 7 + aed pe 1935 582,509 248,464 = 119,712 17,556 = 348,006 1,706,533 
73, 24,816  +14,236 —18,407 . 566 
aliiesine aneatied. ¢. aeweash ean. 15 5 73,646 } + 14,236 = —18, Oakland ...... 1934 566,409 222,924 14,346 294,881 1,649,022 
1935 319,025 97,0 001 ~ 45,507 5,992 83,506 588,665 — + 25,509 + onan bthesnante +o +unee 
prise by showing a gain. Automo-|*Camden ..... 193 375,410 128,587 66,624 7,343 74.350 690.6331 a eee oo 
tive lineage also declined somewhat, Diff —56,385  —31,586 —21,117 —1,351 +9,156 = —101,968 | Oklahoma 1986 138683 sreeee vise rt oes i 279, HH 
- = : as a Le: ‘ai ‘ a a voO,e « d oe 0,068 
but all other classifications reported 1935 175,683 15,263 114,994 955,565 = ae 6 ene +h te ar 
increases. Chattanooga ..1934 82 21162 111,898 oT0 108 —_——— S iabapiice aia .- ae s 
Sa nk has py eg A 1935 309,128 5.492 195,960 1,453,592 
— aa , ae 1934 276,418 7,797 165,629 1,427,972 
= 1935 852,896 247,001 «451,713 1,003,987 4,481,613 = rath a 
e e hicago ..... 34 976,028 306,317 52,589 893,918 4,502,274] 1 7 wig 12,59 3 . 
Sati sfact ion  Ditt “is —123,132 —59,316 "876 +110,019  -—-20'661| Peoria ....... ioae ober isa ret) mest bette iss 
1935 1,129,17 417,980 189,330 32,570 425,029 2,204,184 ee a 
Or Mone Back Cincinnati ....1934 viesees | ageess | gesceie 29:657 374,966 2,269,350 | therth Amboy.1935 68,084 36,743 10,810 17,368 359,812 
ry 3 oe “| Dife 36,366 = 57,545 —13,280 7,087 +50,063 65,166 | A aelphia BS 877.587 222, 885 $8,655 622,178 4,297,520 
a ae BE Gt A ES he — 4 " 7,767 § 2 
1935 1,387,904 440,978 244,404 34,022 391,044 2,502,619 Diff —-120,180 67 691 Pe 61 #17 919 matty tH 
odern e ge Cleveland +++ +1934 1/420.666 481,143 257,607 40,379 339,364 2.547.938 | 1935 “749,023 100,047 *:11,846 Tha gat 397,760 
—29 9 oe fg we 2n2 a! _ 5 omy —e ‘ . 4 7 
eee 7 ene $0,366 18,203 6,357 + 61,680 —t6, 829 Phoenix ...... 1934 189,483 119,435 8.112 124,417 912,113 
1935 1,084,366 282,369 165,327 69,751 297,446 1,913,067 | — sean a, eh gg a ae 
New York, July 11.—Modern Maga- | ©o!¢™bus 1934 1,099,683 388,708 159,348 45,915 258,755 1.967.011 | spittspurgs iene Liteees eoa28 sia'3e1 3a'643 s1n0d68 | Saoe'ess 
pate me as 7 sbur re or 2,170,06 569,428 213,2 K 
zines, the publishing unit issuing Se See , es 15,817 106,339 + 5,979 + 23,836 + 38,691 53,944 “ia Diff bead b9+ v4 be) +4 nie —3e aa ry re 4 ~ ‘se 
Seis Secesn Radio Star - 1925 1,503,824 412,017 159,410 34,780 396,855 2,526,22 935 745,942 ¥ 27 
y $ and) nanas ....... 1934 1,436,140 433,733 196,967 22,958 338,548 Hitt} Portland sont Hg 33°. aie 08 Het aa7.50e 3.000.708 
Modern Romances, has evolved its Diff +67,684 —21.716 —37.557  +12522 +658,307 +81, >; Saaaaauindlinaaalt Dift Uis36 348 tet wath ty ee ae 
; a. , ry ' 522 , + 15 5 +21, +8, +54,503 +94,944 
own answer to traducers of adv - ss 935 s136 33% 04 35, Cw 
: dvertis 1935 955,339 250,291 144,897 26.835 sen.eee 1.004.217 1935 924,961 333,143 174,004 35,072 313,310 1,833,710 
ng and advertised products. Dayton ....... 1934 1,290,885 301,041 178,602 28/549 seas? .tensesi errmee -- 2088 he th oeieres errs ae tt a og a 9 yo 4 
Sectehine with Qutdber tenes the Diff —335,546 —50,750 —33,705 —1,714 —55.361 —471,688 ah ___ +9487 «+ 22,029 —42,071 —8,518  +24,387  —14,693 
a ; ae : 5 610 168,815 110,670 10,225 128,183 1,12 
magazines will guarantee to refund 1935 781,189 257, 225 126,644 24,565 294,546 1,490,436 Reading ...... 1934 758 166,288 115.947 10,215 107,475 Leta 
the purchase price of any kaged |POnver eee 1934 71.540 277,044 131,956 18.679 237,051 1,548,335 Diff —177,148 + 2,527 —5,277 +10 +20,708 —162,183 
apn ade By «nnd fl Dift 90,351 —19,819 —5,312 + 5,886 +57,495 —57,898| 1935 899,571 262,065 128,300 37,939 265,665 1,604,780 
oe sed incertae eo eo — oe or ~ | Richmond .1934 839.719 269,784 151,147 26,385 230,867 1,531,964 
there is dissatisfaction for any rea-| pes Moines....1934 517.544 282,876 167.311 41663 185,984 iecese me A. eo ee A A 
son, or, in the user’s opinion, failure Diff -—63,941 —78,356 —15,023 +7812 +17,070 —133,410| «Rochest ins tne be pith: a Saaee Sees «$e 
’ . ie Ns 3 » ochester 5,304 404,316 237,058 53,386 334,476 2,407,810 
to live up to claims. The difference 1935 1,541,897 560,492 290,242 46,175 718,399 3,159,372 ___Di_+ 56,437 __ 31,538 —20,144 $10,158 $74,347 487,744 
between this blanket guarantee and a | *Detroit 1934 1,567,658 580,782 319,692 60,618 574.432 3,105,020 1935 281,271 188,528 31,912 241,219 1,495,201 
on cations tmeerieetion wit Diff —25,761 —20,289 29,450 14,443 + 143,967 + 54,352 | Salt Lake City. 1934 0 283,098 181,732 15,508 202,429 1,498,735 
arantee = ae ‘blll ‘ ates —68,205 —1)827 7 — 
be explained to readers. 1935 355,588 81,624 41,662 17.610 49,118 566,451 775,6 ; NT = a SET rage rare 
« Easton ....... 1934 364,512 68,617 50,227 12,328 44,082 564,218 | « 1935 775,682 279,771 179,340 31,384 337,026 1,615,513 
That we have explicit faith in the Diff —8,924  +13,007 —8,565 + 4,282 +5,036 + 2/233 ee -ae is 376 75114 Stttt ee ei ets | ab eae 
PB on Bs mgs. sre gpetinali rift 8.5 4,282 2,2 Diff —13,376 —53,114  +28,057 +627 —24,865 -—59.015 
: -pted cone 443,609 118.661 99,417 Tomar Peper 198 947,295 309,709 138,662 32,090 334,770 1,850,405 
or advertising goes without saying,” | £1 Paso....... 1934 565,967 «138,987 99,134 a lees RR OT 4 gy ig i op ed 
said J. Pred Henry, vice-president of Diff —122/358  —20,326 +283 —1,168  +13,034 —128,680 9 MR 1 lll A, I a 
- — be iia! + Sot 1935 1,142,215 578,885 222,709 58, 45 
Modern Magazines. ia ey 488, vee $es,ee¢ Rpt 34 fea 163,431 967, 591 *San Francisco.1934 — 1,107,590 609,084 246,005 Seen Broad era 
‘“ ee ae | eer 93 9: 89,692 26,495 0,613 3.92 27 cc. — = —6, 
ee a ie aia ot we 934 416,930 189,692 126.408 10,613 38 820 240. 927 __Dift__+34,626 30,199 17,296 5,990 +108,489 + 156,590 
Pita Sa sapeotadhonatene ing ee ied — os 4 84 ‘3,987 — —10,48: + 26,664 | Schenectady . .1935 730,164 152,905 $4,771 9,479 154,250 1,160,362 
ore 934.405 193.362 129,029 oaees 1935 784,739 364,156 173,137 28,425 567.435 1,921.1: 
are simply born complaintants as well | Evansville 1934 939,184 196,476 150,615 18,908 155.953 rf ise, 796 *Seattle ...... 1988S = (881,682 392,552 157,752 2g.a57 201,071 1,798,081 
as from those who honestly feel they Diff —54,719 —4,114 21,586 +13,697 +12,588  -—50,257 oo i RD SSS 
are entitled to an adjustment. How- ED 1935 426,505 146,377 74,910 3,356 96,750 754,560 
: 1935 250,670 87,553 49,347 5,477 9 Sioux City.....1934 77 - ones . , 
ever, the total number who will take | Fal! River..... 1934 286,726 92,209 71,358 4,892 32,838 196, an ere 1935 126.505 146,377 747900 3,356 96.750 154 560 
dives @ the guarente: will Diff  —36,056 4,656 = —22/011_ +585 = 3,682 —65,365 1935 668,422 159,516 95,405 28,779 202,600 1,164,073 
ree ply “ nog or par eg aoe tea 804 1.286 409 | SOUth Bend....1934 631,581 171,661 128,303 19,915 144,815 1,107,003 
nn Ft. Wayne.....1934 660,403 203,984 + —-119,589 9,464 120,891 1,133,398 Bit + 86.8 et 
n every case we will handle the Difé +124,540 —11,145 —2/836 +4:820 431,913 +153,011 1936 543,737 247,550 = :134,646 50,412 222,727 1,211,571 
sensi daaiieds. eh oat ceeate — a — —— Spokane ...... 1934 549, 224 230,402 120,904 19,951 149,532 1,075,701 
5 re 2 7 2 ° ——o, 3° 7 
refer the complaint to the advertiser, | Ft. Worth..... 1934 534,204 289,569 149,226 13640 inaris i ietess ~ 19351 235,980 190,073 i303 st oy Wits Laat 
even though he has a guarantee of Diff —27,393 +2,389 —28.155 566 + 34,945 14163 | St. Louis...... 1934 1,300,072 573,882 217,852 26,306 491,542 £617,990 
es unittest a — 2 — — —, 5 : 
his own. 1935 348,220 81,169 57,887 21,549 109,604 1,009,264 | St. P se aetna ee 3a ao coee ——StEene —eneene 
. re hy 28. bee $s, 308 es.set 31,549 109,604 1,009,2 St. Paul.......1935 833,178 368,721 151,524 41,286 275,555 1,685,018 
Complaintants will be sent a pam- ; d ‘ oe aee 5 24,555 7 
Dift —5,450 +17,244 «$2,197 +5,733 +9.563 + 87.621 1935 1,054,143 324,555 179,900 26,907 284,309 1,912,623 
phlet discussing advertising and ad- om : —a ¥ *Syracuse .1934 1,025,689 369,015 210,611 28,764 237,050 1,904,688 
35 440,080 52,862 37,095 7,065 2 2,187 Diff + 27,454 = —44,460 — —30,711 —1,867 2 "+1, 
vertised products and ways in which ];gary ........ 193 433,092 61,143 49,956 5,451 Heth sengei ~~ 1935 iz8 075 210,788 97,946 14 aT) seaed eae 
advertising benefits the public.” Diff +6988 —8.281 —12,861 +1,614 +9126 —1,174| Tacoma ...... 1934 466,115 187,508 99/581 7,949 212,318 376.547 
: = Diff —38,040 +23,280 —1,685 +6401 +24.036 + 13,945 
1935 252,384 48,291 33,081 18,473 39,387 396,002 % reTT 
Glens Falls... .1934 245,687 57,770 39.156 18,068 37,680 400. 902 Toledo =o sarees ost ari beta Hy 801 “i, 948 1,388,545 
* oer ror aes Bae 8 400.847 | Toledo ....... g 5 267,42 2 166.813 1,462,330 
- 3,697 075 +405) = +807) 4,888 Diff —17,901 | —55,520 + 4,012 —6,327 +4,135  —73,785 
1935 427,851 187,373 88,808 10,299 89,357 820,64! 1935 1,495,160 653,727 257,434 51,773 835,039 
titans see 495°764 187'897 117 eT8 8627 on 300 pe ype Toronto ...... 1934 1,557,363 692,753 223,576 100,714 $08,611 Saen ess 
Diff —67913 524 —28'870 +1672 12.567  —-93.759 Diff  —62,203 —89,026 + 33,858 —48,941 _+25,528 —84,810 
37 — 93,759 a mu ae i chee : 
1935 1,080,913 262,626 174,504 66,133 175,320 1,774,758] Trenton ...... 1934 417,284 ioe ott A 068 rary} ety seer 
Hartford .....1934 1,091,816 $00,523 170,106 33,617 157,316 1,771,549 Dif€ —40.17 2,897 2 : “ese we 344 
1,0 ; 8 3 ,771, 40.170 —2.897 —15,209 —260 —1,056 —57,783 
Diff 10,903 —37,897 +4,398  +32,516 +18,004 3,209 . 
; , , ; 004+ 3,209 1935 654,172 177,299 105,495 16,650 178,949 1,133,190 
RATES rere poe os <oauae ern MTT be EE 1934 663,361 206,051 135,460 8,172 197,929 1,212,281 
Houston .....1934 888.857 362.240 ~—«-:180,738 21.877 313,720 ‘1,773,931 I MT Sn IM Ln A 
Difé +15,345  —67,524 —27,715 —2,777 +53,525 —28,368 1935. 2,785,814 773,802 286,244 46,567 825,336 4,763,204 
*Washington ..1934 2.471.662 730,358 344,359 37,594 636.523 4,293,807 
1935 1,196,781 229,246 172,452 39,274 413,225 2,168,832 Diff +3814,152 + 43,444 = —58,115 +8,973  +188,813 $ 469,397 
Indianapolis ..1934 1,233,067 362,808 217,665 85,376 358.540 2,268,420 5 15 52 
4 1,233,0 ; ; ,268, 1935. 1,645,664 528,834 280,854 72,746 301,382 2,980,747 
Di 36,286 —33,562 —45.213 —46,102  +54,685 -—99,588| Westchester ..1934 1,907,503 564,705 339,709 84,311 305,493 3,381,435 
1935 533,587 202,415 96,106 19,972 199,817 1,059,058 a 
Jacksonville ..1934 522,200 226,879 +=: 115,424 19,258 215,245 1,374,270 1935 = 816,524 234,601 149,253 18,826 382,111 1,556,218 
IN WASHINGTON i: suede ccntbae- —antase Det anaes. —oaehas | em... 1934 786,896 309,628 201,933 11,895 257,894 1,541,837 
21 pit 9, —%5, —52,680 +6,931 +74,217 +14,381 
1935 469,206 69,719 51,288 9,208 82,370 697,692 1935 1,414,085 256,495 128,748 6 2,54! g 
at the famous Jamestown ...1934 453,004 106,010 67,473 12,425 80,127 733,780 Wilkes Barre. .1934 1,519,771 291,136 174,752 14670 136,002 2 969,548 
IL RD H TEL Diff +16,202 —36,291 —16,185 —3,217 +2,243 —36,088 Diff —105,686 34,641 = —46,004 2,224 3,457 — —140,159 
re) . 1935 855,979 259,667 166,106 21,758 93,41 
ve LA 1935 379,006 93,745 39,848 4,258 45,592 565,036 | W 4 7 18.dit Lbs 88 
a i , : ; : " orcester .1934 819,071 284,803 203,627 20,777 165,962 1,5 
14th AND PENNSYLVANIAIAVENUE | ‘7°5"stown _ Bi oh “ Hite of ann ee akeur ergs Diff _+36,9098  —25,.136 —37,521 +981 + 27,4565 Petty 
, ’ , , , —50, 1935 702,476 173,933 122,807 15,539 159,61 a 5 
temo ond “a place has the attrac- 1935 661,521 170,942 82,508 a a Sener --Teee = 8=—TeC eS = ae tee oie aay 153,720 105.08 
jon our great C pital offers the vaca- | Knoxville .....1934 571,144 160,575 «81,814 25,620 «108,838 "950,772 Dit_—1,779_— 84.849 _+8,659_+1,904__—+5,899 24,850 
o—_ obs ly no other hotel isso Dift + 90,387 +10,367 4694 + 4,954 +38,095 +143,724 ianigh 1935 83,925,250 28,103,877 12,462,859 2,624,485 26,027,030 156,654,523 
aiid iecdeed with fencu a935 "1 bad -298 _— ; otals ........1984 80,542,477 29,371,111 13,726,437 2,457,887 19,487,041 144.2 
589, ; 14,441 61,115 918,56 7,2 ‘263, ise.689 
pa The Willard is centrally located | *Los Angeles..1934 1,445,126 608,674 278,563 69,402 761, re: Hr oH - Dift_+ 3,362,773 —1,267,24 1,263,578 _ +166,598 + 6,539,989 + 12,446,689 
r sight-seeing. Diff +144,172 —58,800 64,122 8,287 +156,636 + 168,422 ar a ee” | ee tacteded. i 
’ asur n ° 
SUMMER RATES Louisville ...1935 1,160,421 294,629 143,215 i. e one evening, eclé in combination. Lineage of one edition, 
Single $3 up — Double $4 up 1935 254,851 83,563 59,117 5,729 28,909 436,379 2“Globe,” morning and evening, sold in combination. Lineage of one edition 
hheConibibnhet Men Room Manchester ...1934 259,773 88,042 66,809 5,391 30,633 454,560 | evening, is shown. ; 
Ais-C od Dini Diff —4,922 —4,479 —T7,692 +338 = 1,724 —18,181] joke ae sreens, and “Post,” morning, sold in combination. Lineage of 
1935 773,849 213,826 108,89 4, “ ” oa 
nei ee: geties” Sates MES RGE SUR CEE SRRRSD)Sesaine Meee’ carciea the same amount of advertising an the “Patriot.” 
Diff +4886: 7208 —42738 +10,892  +365,280 448868 | ing edition only is shown, ee ewe of Morn 
™Jourral”’ is an all-day paper. One edition only is measured. ’ 
—Media Records, Incorporated. 
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SMALL STATIONS 
FORM THEIR OWN 
ORGANIZATION 


Create National. Independent 
Broadcasters 


Colorado Springs, Colo., July 9.— 
Terminating a long period of discus- 
sion, independent and smaller sta- 
tion representatives attending the an- 
nual convention of the National As- 
sociation of Broadcasters today com- 
pleted the preliminary organization 
of National Independent Broadcas- 
ters, Inc., whose primary function 
will be the sale of national time for 
member stations. 


Contrary to fears expressed in 
some quarters before the convention, 
that organization of this new group 
might mean a schism in the ranks of 
N. A. B., members of the new sales 
unit reaffirmed their loyalty to N. A. 
B., decided that insofar as practical 
annual meetings will be held at the 
same time and place as those of the 
larger organization, and asserted that 
National Independent Broadcasters 
‘was formed solely to enable the 
smaller independents to get a larger 
share of the national advertiser’s 
dollar. 

E. A. Allen, WLVA, Lynchburg, 
Va., was elected president of the new 
group, other officers being: vice-presi- 
dent, Mallory Chamberlin, WNBR, 
Memphis; secretary, W. Wright 
Gedge, WMBC, Detroit; treasurer, 
Ben S. McGlashen, KGFJ, Los An- 
geles. 

Directors are Charles A. Hill, 
WIBM, Jackson, Mich.; John Elmer, 
WCMB, Baltimore; R. S. Bishop, 
KFJZ, Ft. Worth, Tex.; W. W. Behr- 
man, KBOW, Terre Haute, Ind.; and 
Arthur Westlund, KRE, Oakland, 
Cal. 

Has 54 Members 


A total of 54 stations tentatively 
signed up for membership in Na- 
tional Independent Broadcasters, 
Inc., but it was indicated that the 
ultimate object of the association 
will be to secure one member station 
in each of 50 important markets. 

Although definite policies of the 
group have not yet been formulated, 
the primary purpose of the organiza- 
tion, as expressed during the meet- 
ing, is “to enter into such activities 
as may be advisable to promote the 
sale of time,” and this activity will 
include the issuance of a single rate 
ecard for the group, and sale of time 
on all or specified portions of the 
member stations as a unit. Whether 
sales activities will be placed in the 
hands of an existing radio represen- 
tative organization, or whether an 
entirely new sales organization will 
be created has not yet been definitely 
decided upon. 

For the present, it is understood. 
sales efforts will be concentrated on 
spot announcements, with electri- 
cally transcribed programs being 
sought later. At the moment, there is 
no thought among the membership 
of competing with existing chains 
through wire hook-ups of live talent 
programs. 


Irwin Joins Radio Rep 


Earl Irwin, for 10 years a member 
of the sales department of the Pack- 
ard Motor Car Company, will join 
the Chicago staff of Free & Slein- 
inger, Inc., radio station representa- 
tive, on Aug. 1. In 1932 Mr. Irwin 
was Packard’s top salesman in the 
national field. 


Death Takes Heibel 


Leo G. Heibel, 51, director of sales 
and advertising of the Duluth Brew- 
ing & Malting Company, Duluth, 
Minn., died July 5 at a Duluth hos- 
pital. 


Self in Indianapolis 
Edwin B. Self, who formerly oper- 
ated advertising agencies in Chicago 
and Dayton, O., has joined Pettinger- 
LaGrange, Inc., Indianapolis agency. 


OBSERVER 


a 


J. J. Hartigan, of Campbell-Ewald 
Company, was among a small 
group of agency space buyers 
present at the NAB convention. 


Selby Contest 
Program Brings 
Big Sales Gain 


Boston, Mass., July 11.—The Selby 
Shoe Company has reported average 
sales increases of 31 per cent for 
more than three-quarters of its deal- 
ers as a direct result of last spring’s 
10 weeks’ radio contest and cam- 
paign. 

The radio program, on which talks 
by Mrs. Franklin D. Roosevelt were 
featured, was heard over 64 CBS sta- 
tions. The company has announced 
that it will return to CBS in the fall 
with a new program. 

Thirty-five thousand women en- 
tered the contest with letters of 50 
words or less on “Why I Prefer 
the Selby Slenderized Arch Preserver 
Shoe.” Each letter was accompanied 
by a sale slip for not less than $9. 
The talks by Mrs. Roosevelt also con- 
centrated the program’s appeal in a 
higher-than-average listening group. 

Awards included a first prize of 
$10,000 cash, and six pairs of Selby 
shoes each year for life for the 
writer of the second best letter. 

A questionnaire designed to deter- 
mine the amount of aid afforded 
dealers by the program was _ sub- 
mitted by the Selby Company to all 
its retail outlets. Sixty per cent of 
dealers reporting stated that they 
had had sales success through mail- 
ing contest entry blanks, 98 per cent 
used window displays to tie up with 
the contest, 93 per cent ran news- 
paper tie-up advertising. Seventy- 
seven per cent reported that the 
radio program featuring Mrs. Roose- 
velt is the type which appeals to 
women who normally buy Arch Pre- 
servers. 

To further estimate the effect of 
the program of sales, Selby asked 
dealers for their sales increases 
from Feb. 15 to April 30, the dura- 
tion of the Selby radio broadcast 
and contest, compared with the 
same period in 1934. Among typical 
replies was that of Burdine Bootery 
Company, Miami, Fla., which stated 
that sales of pairs of Arch Preserver 
shoes increased 67 per cent, while a 
dollar increase of 65 per cent was 
enjoyed during the period of the 
broadcast. 


Associated Oil Makes 
Check of Radio Listening 


The Associated Oil Company, San 
Francisco, which has arranged to 
broadcast 1935 football games of the 
Pacific Coast Athletic Conference for 
the tenth consecutive year, has begun 
distribution of “radio” question- 
naires to customers through attend- 
ants at Associated stations. 

Customers are asked to list games 
they would prefer to hear broadcast, 
and the stations heard most clearly 
on their radios. The customer is 
also asked the name of the station 
over which he heard the company’s 
play-by-play reports in 1934, and his 
favorite football announcer. 


JELLIED SOUPS 


campaign making jellied soups avail- 
able to the masses made its initial 


bell Soup Company used a page in 
The Saturday Evening Post to fea- 
ture the new dish, for which Camp- 
bell’s consomme forms the base. 

All the housewife has to do, ac- 
cording to the advertisement, is to 
place a can of Campbell’s consomme 
in the refrigerator for four hours— 
and out it comes, 
licious jellied soup ready to give its 
dainty sparkle and refreshment to 
any meal.” 

The campaign will continue in 
Harper’s Bazaar, House and Garden, 
Ladies’ Home Journal, The New 
Yorker, Time and Vogue. 
Armstrong Company is in charge. 


Camden, N. J., July 11—A summer 


appearance last week when Camp- 


“an amber-clear, de- 


bi-monthly, 


“Jewish Post” Weekly 


Jewish Post, published in Indian- 
apolis as a monthly and later as a 
will become a weekly, 
Leonard Rothschild, publisher, 
nounced. 


CAMPBELL OFFERS |7#str#butors 


Seek Better 
Direct Copy 


Milwaukee, Wis., July 11—Recom- 
mending that the association conduct 
an educational campaign to convince 
advertising agen- 
cies of the value 
of house-to-house 
advertising and 
sampling, when 
properly done, 
L. R. Archer, of 
Klau-Van  Pieter- 
som-Dunlap Asso- 
ciates, addressed 
the annual con- 
vention of the Ad- 
vertising Distrib- 
utors Association 
last week-end. 

Mr. Archer said 
agencies usually delegate the writing 


George Ueber 


F. Wallis |of advertising of this description to 


subordinates, so that it is handi- 
capped from the beginning. The same 
point was stressed by J. B. Barry, of 
the Advertising Distributors of Amer- 
ica. 

The association elected George 


an-| Ueber, Ueber & Sons, Milwaukee, as 


president, and selected Toronto as its 


1936 convention city. Merle Spandau, 
Publicity Distributing Corporation, 
Pittsburgh, was elected vice-presi- 
dent, while Jay G. Kruss, Chicago, 
was re-elected secretary-treasurer. 

Directors were elected as follows: 
three years, Patrick Roach, Accurate 
Distributing Agency, Toronto, and 
A. B. Weyl, Pioneer Distributing 
Company, Indianapolis; two years, 
Arthur Adler, James T. Cassidy, Inc., 
Philadelphia; one year, Guy Derry, 
Reliance Distributing Agency, Peoria, 
and C. J. Bonne, Bonne Advertising 
Service, Davenport, Ia. 


Extends WOR Contract 


A long term extension in the con- 
tract of Alfred J. McCosker, presi- 
dent of the Bamberger Broadcasting 
Service, Inc., Newark, has been made 
by the owners of WOR, which he 
joined 12 years ago. 


Gets Track Account 


Advertising of Suffolk Downs, new 
race track at East Boston, operated 
by the Eastern Racing Association, 
will be directed by the Boston office 
of Doremus & Co, Newspapers, sub- 
way posters, street car cards, and 
radio will be used. 


“Herald-Tribune” Reps 


The New York Herald-Tribune has 
appointed Fenger-Hall as its west 
coast advertising representatives. 


AUN 


One customer said — 


VV VV al 


B —_ We aie things of this 


= 


.\ \ \\\\ 


Radio-Lite idea, but nothing like the 


flood of inquiries 


we received from 


our first modest mailing of samples. 
Every advertiser using displays and 
counter cards wants Radio-Lite. And 
after all, why wouldn't it click 


“You ought to get all the 


sign business there is.” 


Another remarked — 


This idea in a self-illuminat- 
ing display surpasses every- 


thing I've seen.” 


Radio-Lite provides a completely 
new rendering in the modern three- 


dimensional letters that pick up nat- 
ural or artificial light and reflect it 


with amazing neon effect. 


A department store executive 


said — 


“That sign will be shown in 
the most exclusive stores 
(No trouble getting it put in 


use.)"’ 


No photographic illustration can 


adequately reproduce its colorful, eye- 
arresting brilliance. Write for details. 


LIVERMORE & KNIGHT CoO. 


PRINTERS — LITHOGRAPHERS 


NEW YORK 
Room 501, 103 Park Ave. 


PROVIDENCE 
42 Pine Street 


BOSTON 
404 Park Sq. Bldg. 
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Sacramento Station 
Gets New Power Oct. 1 


G. C. Hamilton, vice-president and 
general business director of Mc- 
Clatchy Newspapers, Sacramento, 
Cal., announced last week at the N. 
A. B. convention at Colorado Springs, 
that Station KFBK, Sacramento, one 
of five broadcasting stations oper- 
ated by the McClatchy group, will 
have a new 5000-watt transmitter in 
service by October 1. The station was 
recently granted authority to in- 
crease from 100 watts. 

Mr. Hamilton also announced that 
the Sacramento Bee will be able to 
offer color service to advertisers be- 
ginning August 1, as a new double 
sextuple Scott press is now being in- 
stalled, providing facilities for eight 
pages in color. 


“Minneapolis Tribune” 
to John B. Woodward 


Minneapolis Tribune has placed its 
national representation with John B. 
Woodward, Inc., which has repre 


NAB APPROVES 
BUREAU T0 PASS 
ON RECOGNITION 


(Continued from Page 1) 


Copyright Bill, whose primary pur- 
pose is to eliminate the minimum 
statutory damage provision of the 
existing act, and permit the court 
to determine the actual amount of 
damages in the use of music with- 
out permission. 


Fight on Ascap 


In a series of three resolutions, the 
N. A. B. commended the Attorney- 
General of the United States for in- 


sented it in the East and on the 
Pacific Coast. 

Woodward maintains offices in New 
York, Boston, Chicago, Detroit, Kan- 
sas City and San Francisco. 


NESS ATTRACTS 


bd Due to the present activity and the bright 
ut 


ure outlook for the automatic heat an 
air conditioning industry aggressive mer- 
chants in other lines are constantly taking 
on the sale of this uipment. These men 
are brought technic and merchandisin 
information and news to the industry eac 
month by AUTOMATIC HEAT and AIR CON- 
DITIONING. Through this publication alone 
can you get your sales story before the 
entire group. A presentation, ‘‘The Auto- 
matic Heat and Air Conditioning Market,’ 
has recently been completed. It gives data 
on the present and future market and meth- 
ods of selling this market. Write for your 
copy today—no obligation. 


Automatic Heat 
Air Conditioning 


1900 PRAIRIE AVE. CHICAGO 
EEEOLLLLELLBE LL LIE ELLA 


stituting anti-trust proceedings (now 
pending) against the American So- 
{ciety of Authors, Composers and 
Publishers, urged him to pursue the 
case diligently, and promised him 
full support of the N. A. B. The 
work of Joseph Hostetler, Cleveland, 
who has acted as copyright counse] 
of the N. A. B. for the past several 
years, was also commended. 


ing with agency recognition, circu- 
lation and coverage data, free 
speech, and ASCAP problems, fol- 
lows: 

Resolved, that the Managing Di 
rector be instructed to proceed im- 
mediately with the creation of a 
bureau of agency recognition in ac- 


a|cordance with the plan approved 


and recommended by the Commer- 
cial Committee, with the understand- 
ing that the said bureau will be 
finally established only if the cost 
of its first year of operation is 
underwritten by the stations propos- 
ing to avail themselves of its serv- 
ices. 


Want Audit Bureau 


Whereas, the 1934 convention of 
the National Association of Broad- 
casters directed the chairman of the 
Commercial Section to appoint a 
committee of five to study what is 
pertinent information for the adver- 


and be sure of having 


No Other Se 


Use the 


READ YOUR OWN 


Read your own copy of ADVERTISING AGE 


on all advertising developments all over the 
country while the news is hot. 


$1 a year—Fifty-two issues! 


the latest information 


rvice like it. 


coupon! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 


year. 

re oPerr es stmaede + os 
eres Gewese 
ee ee eee 
Street and No............ : 
CNR cian wiek hind Ake otn esc 


see eee eee wee 


The text of those resolutions deal- | 


DOUBLE DUTY 


This thermometer of Moto Meter 
Gauge & Equipment Corp., To- 
ledo, records temperature both in- 
side and outside the house. The 
latter reading is made possible by 
a special wiring attachment placed 
outside the window. 


tising agencies and the advertisers 
who are buyers of radio advertising 
and to invite discussions 
with representatives of the Amer- 
ican Association of Advertising 
Agencies and the Association of 
National Advertisers with a view of 
setting up a bureau for the broad- 
casting industry, and 

Whereas, such committee was ap- 
pointed, studied the problem and con- 
ducted discussions with the afore- 
mentioned organizations, the results 
of which discussions have been re- 
ported by the chairman of the Com- 
mercial Section to the Board of Di- 
rectors and the convention, 

Therefore be it resolved, That the 
National Association of Broadcast- 
ers re-affirm its willingness to co- 
operate with the advertisers and 
agencies in the creation of a co-op- 
erative bureau, and that the presi- 
dent of the Association be directed 
to appoint a committee of not less 
than five members, to be approved 
by the Board of Directors and to be 
responsible to it, the said committee 
to conduct such activities as may be 
necessary to the establishment of 


such a bureau and to represent the | 
National Association of Broadcasters | 
in any discussions or negotiations 
with advertisers and/or agencies. 


Whereas, it is the declared policy 
of the Congress of the United States 
that the Federal Communications 
Commission in the administration of 
the radio law shall have no censor: 
ship powers over radio programs, 
and 

Whereas, the greatest possible 
freedom of speech must be preserved 
to radio broadcasting, be it there- 
fore. 

Resolved, that the N. A. B. in- 
structs its officers and directors to 
oppose any and all legislation and 
governmental regulations, the effect 
of which would result in the abridge- 
ment of freedom of speech. 


Cummings Commended 


Since it is the consensus of opin- 
ion of the members of the National 
Association of Broadcasters that the 
Attorney General of the United 
States be commended for instituting 
anti-trust proceedings against the 
American Society of Composers, Au- 
thors and Publishers, et al, and 

Whereas, the Attorney General of 
the United States, the Hon. Homer 
S. Cummings, and the Special As- 
sistant Attorney General, Andrew 
Bennett, have faithfully and dili- 
gently served the public interest by 
proceeding with such suit against 


the members of said Society with 


dispatch and in a commendable 
effort to rid the people of this 
country of monopolistic practices 
which are subversive to the business 
principles of a free people, and 

Whereas, it appears that the pub- 
lic interest necessitates and requires 
that such proceedings be pressed to 
a final and speedy determination, 
it is 

Resolved, that this Association 
favors and approves a continuation 
of the activities of the Attorney 
General and his staff in the Govern- 
ment’s proceedings against the 
American Society of Composers, 
Authors and Publishers, et al, and 
that the President of the Association 
is hereby directed to express our 
gratitude and appreciation to the 
Attorney General and his staff for 
such action on the behalf of the 
public interest, and it is respectfully 
urged that the Attorney General and 
his staff continue therewith, with 
the assurances of our support. 


To Support Suit 


Resolved, that the officers and di- 
rectors of the National Association 
of Broadcasters be instructed to sup- 
port the suit of the United States 
Government against the American 
Society of Composers, Authors and 
Publishers, The Music Publishers 
Protective Association and _ their 
affiliated defendants, to the end that 
royalties for the public performance 
of music may be determined by free 
and open competition among copy- 
right owners. 

Resolved, that the N. A. B. hereby 
affirms the action of the Board of 
Directors taken at their New York 
meeting on June 22, 1935 as expressed 
in the following resolution: 

“Whereas, a full report covering 
the recent negotiations with ASCAP 
has been made to the Board by A. 
J. McCosker, chairman of the Copy- 
right Committee heretofore  ap- 
pointed, and certain of the members 
of the committee; and by Edward 
Klauber, representing CBS; A. L. 
Ashby, representing NBC, I. D. Levy, 
representing WCAU, and J. C. Hos- 
tetler, copyright counsel for the 
N. A. B.; the Board makes the fol- 
lowing declaration of principles and 
facts: 

“1. The Board reiterates that the 
so-called ‘per piece plan’ or ‘meas- 
ured service plan’ is the fairest and 
best to be followed in paying for the 
use of copyrighted music, in that it 
enables each broadcaster to pay a 
price fixed by the individual owner 
of copyrights, competitively, and 
compels no person to buy or pay for 
more than he actually uses. 

“2. The Board believes that the 
two networks and WCAU when they 
accepted a five-year extension of the 
present contract, did so only after 
the N. A. B. Copyright Committee 
found it impossible to work out with 


the copyright committee of ASCAP 
a ‘per piece’ or ‘measured service’ 
plan prior to the expiration of pres- 
ent contracts; and that when they 
accepted such contracts it was be- 
cause the networks and WCAU felt 
that it was necessary for the indus- 
try to have available upon the best 
terms possible, the repertoire con- 
trolled by ASCAP, and for the 
reason that it is impossible to oper- 
ate a radio broadcasting station 
without the use, to a greater or 
lesser extent, of the music so con- 
trolled. 


“3. The Board believes that every 
broadcaster must come to a decision 
as to whether or not he desires to 
extend his present contract for a 
period of five years from January 1, 
1936 (1) in the light of the require- 
ments of his station, (2) his contract 
commitments, if any, either to the 
networks or advertisers, and (3) the 
fact that the suit being prosecuted 
by the United States has been con- 
tinued until early in November, 
1935, and therefore in all probability 
cannot be decided by the trial court 
prior to the date of the extension of 
the present license already granted 
which is January 1, 1936.” 

Resolved that the N. A. B. go on 
record as favoring the issuance of 
radio station licenses for a term 
of at least three years. 


Work of Hostetler 


Whereas, Joseph Hostetler, the 
counsel for the copyright activities 
of N. A. B. has made a complete and 
full report of his activities in this 
respect, and since his efforts in this 
regard have at all times been 
prompted by a sincere desire to 
perform a distinct service to the 
broadcasting industry as a whole in 
following out the instructions that 
this industry gave him as its attor- 
ney, it is 


Resolved, by this body that Joseph 
Hostetler should be warmly com- 
mended for his efforts to obtain re- 
lief for the broadcasting industry 
from the ravages of the American 
Society of Composers, Authors and 
Publishers, and it is recommended 
that he be given the opportunity to 
continue to give the same service 
to the N. A. B. and the members 
thereof at large as he has in the 
past. 


Macaroni, Roachsault 


to Moss Associates 


Moss Associates, New York, has 
been appointed by Prince Macaroni 
Mfg. Co., Boston, which is entering 
the New York market after 20 years 
in New England, to handle newspa- 
per and radio advertising. 

The Block Drug Company, Bush 
Terminal, Brooklyn, has named the 
agency to handle newspaper and ra- 
dio advertising on Barrett’s Roach- 
sault. 


Single rooms 
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with bath from 3.00—Double rooms with bath fro 


CHICAGO 


A WISE 
VACATION CHOICE 


A vacation in Chicago will afford you 
complete relaxation, diversion and 
amusement. Cool Lake Michigan 
cruises! World-famed Art Institute, 
Field Museum, Shedd Aquarium, Adler 
Planetarium—all within walking dis- 
tance of The Stevens—the perfect 
vacation hotel! Here are air-cooled 
dining rooms—roof promenade—roof 
sun bathing—children’s Fairyland— 
everything for pleasure and comfort. 
Special weekly rates. Write for details. 


STEVENS 


WORLD'S LARGEST HOTEL 
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JULY MAGAZINE 
ADVERTISING IS . 
SLIGHTLY OFF 


Chicago, July 11.—Advertising in 
national magazines during July was 
slightly less than it was in July last 
year, an analysis made by ADVERTIS- 
inc AGE of measurements of 93 na- 
tional magazines by National Adver- 
tising Records shows. 

The analysis shows that these 
magazines carried 3.2 per cent less 
advertising this month than in July, 
1934. The lineage drop was 31,957 
lines. The total for July was 957,038 
lines, compared with 988,995 lines 
in July, 1934. 

The above figures apply to 93 mag- 
azines in six classifications, for which 
comparable figures were available, 
and do not cover the seventh classi- 
fication, weeklies and semi-weeklies, 
for which only June figures were 
available. 

Eight standard magazines carried 
31,934 lines of advertising this 
month; an increase of 9,970 lines 
over the 21,964 lines carried last 
year. 

A total of 340,779 lines of adver- 
tising was carried by 33 general 
magazines, representing a decrease of 
50,606 lines from the 391,385 lines 
carried in July, 1934, 

Seventeen women’s magazines in 
the tabulation showed a net loss of 
25,692 lines. Their lineage total for 
July was 313,885 lines, compared 
with 339,577 lines a year ago. 

In the women’s groups classifica- 
tion, 19 of the publications measured 
showed an increase of 31,593 lines. 
The total for this month was 196,396 
lines, while the total for July, 1934, 
was 164,803 lines. 

The eight outdoor publications dis- 
played a gain, carrying 61,649 lines 
this month, compared with 57,808 
last year, or an increase of 3,841 
lines. 

Eight of the mail order pub- 
lications showed a decrease of 1,063 
lines during the month. Their line- 
age this month was 12,395 lines, 
while their lineage a year ago was 
13,458 lines. 

During June, the last month for 
which figures are available, 12 week- 
lies and semi-weeklies increased their 
lineage 31,687 lines. They displayed 
a total of 729,269 lines of advertis- 
ing during June, as compared with 
697,582 lines in the previous June. 

Lineage totals for this month and 
the corresponding month of last 
year, for each of the publications 
measured, are given in the following 
tabulation: 


Standard 
1935 1934 

American Mercury . 2,613 2,103 
+Atlantic Monthly .... 8,535 2,682 
Current History ...... 1,791 1,173 
Forum and Century... 2,940 2,047 
Golden Book ........- 2.035 1,293 
Harper’s Magazine . 4,729 5,488 
Review of Reviews.... 4,655 3,583 
BOPIGDHOH So ccccacccvces 4,636 3,595 

TOUR BTOUP ..cceess 31,934 21,964 

General 
pS eros 15,562 20,588 
American Boy ........ 5,491 5,736 
American Golfer ...... 10,996 15,841 
American Home ...... 10,280 8,042 
Arts and Decoration... 2,296 3,360 
MD 64 +s keew kbs oe s* 1,460 2,958 
Better Homes and 

ee ee ee 12,547 12,341 
BOGS THES. voscscsvscee 7,537 9,072 
CHG EATS 2ccccssvevee 2,406 3,583 
Christian Herald ...... 6,058 7,435 
Cosmopolitan ......... 26,667 28,378 
Country Life ........- 11,150 13,965 
EEIND  5.0.5.9.0:00.0:003.0 06:6 23,723 13,692 
VOSCUNG: 6.2.08 ssevceess 45,267 55,616 
Graduate Group ...... 1,430 572 
House and Garden..... 12,079 17,818 
House Beautiful, com- 

bined with Home and 

Pre eee 5,900 12,403 
SI 6.6.55: 5-66. 09 U0 0o-0 8 3,608 4,810 
SA) inet Ghee eS 0.440% 65 7,473 9,430 
Modern Mechanix ..... 8,478 10,003 
National Geographic . 4,620 5,320 
Nation’s Business ..... 11,815 14,770 
Open Road for Boys... 3,815 3,329 
Physical Culture ...... 7,562 8,044 
Popular Mechanics .... 13,002 10,318 
Popular Science Monthly 9,802 10,133 
po eee eee 15,561 18,006 
Scientific American .. 1,654 1,576 
Sportsman ...eeccccces 12,782 15,960 
BE Suicctebsdees te ees 18,053 20,664 
FRUNSSE .rcccrervsccvers 9,562 10,025 
<y: ), | Serre erey Cee 5,274 4,089 
True Detective Mys- 

COPIGD wccccccsecccses 3,277 2,118 
Vanity Fair ..ccsccces 5,888 14,750 

Total Group ........ 343,075 394,745 


Women’s 

1935 1934 
TOOSIORONS ic ccsacvecte 8,672 19,136 
PeemOr es WES scccscce 8,562 9,004 
Good Housekeeping 35,087 36,578 
Harper’s Bazaar ...... 29,334 29,326 
DT osaenepecessoe 9,447 11,587 
Household Magazine .. 11,780 12,272 
Junior League Maga- 

NN a dies he ee aaa ee 7,992 5,321 
Ladies’ Home Journal. 37,712 37,225 
Cy eer 35,730 38,146 
Needlecraft ........+- 3,087 4,124 
Parents Magazine ..... 12,217 13,622 
Or on sickecsend 10,881 15,573 
Pictorial Review ...... 18,294 138,355 
ij Bw BT 16,751 18,706 
WHS 9 0ccnseeaveseecs 29,691 31,929 
Woman’s Home Com- 

DD Lice seeiane bee 33,869 37,509 
Women’s World ...... 4,779 6,164 

Total Group .rsscecs 313,885 339,577 


Women’s Groups 

Fawcett Women’s Group: 
Hollywood Magazine 12,199 
Screen Book ........ 12,047 9,292 
tRomantic Stories... 10,136 P 
Screen Play Magazine 12,128 
True Confessions ... 10,113 

tMacfadden’s Women’s Group: 


True Romances ..... 10,971 7,633 
Movie Mirror ....... 12,620 9,683 
Love and Romance... 10,828 7,179 
Radio Mirror ....... 10,618 4,621 


True Experiences . 


- 11,247 7,315 
Modern Magazines: 


Modern Screen ...... 14,489 15,369 

Modern Romances .. 13,552 15,121 

MOGIO BEATS oso csece 13,351 10,599 
Motion Picture Unit... 11,154 14,752 
Screenland Unit: 

BOPOORIAME cccvccocs 11,075 10,874 


Silver Screen ....... 


®Tower Magazines .... 19,388 14,210 


TOtRs GROUP coos ccve 206,532 164,803 
1935 1934 

Outdoor 
Field and Stream ..... 13,176 12,257 
Fur-Fish-Game ....... 5,083 6,301 
Hunter-Trader-Trapper 5,787 5,231 
Hunting and Fishing... 7,21 5,871 
National Sportsman ... 9,097 6,863 
SOUOON. bosavu barrens 5,641 4,343 
Outdoor Thilo ooccsccses 8,355 9,218 
Sports Afield .......... 7,294 7,724 

wees GOOD ccc cesse 61,649 57,808 

Mail Order 
CONOR boos esas cessae 3,168 2,829 
Gentlewoman ......... 2,021 2,899 
GOOG Stories ....00008 2,323 pied 
BEOMO CivGle ..00cccsce 1,517 2,012 
oe! Ba: eee 1,707 1,091 
Illustrated Mechanics... 1,025 956 
ere eee 493 1,015 
Mother’s-Home Life 1,591 2,201 
"POCROREO? ckicsserrees 3,455 5,598 
Sovereign Visitor ..... 873 455 

Total Groep ......s. 18,173 19,056 
June Advertising Lineage in Maga- 

zines 
Weeklies, *Semi-Monthlies 
and **Monthly 

American Weekly ..... 83,843 61,576 
Business Week ....... 28,624 24,613 
yy ee ee 98,729 87,710 
Pe ir sasenscvooes 11,147 12,454 
Are rer re 25,407 16,410 
EY 4.0.6 6.00.45.6004-00% 25,325 25,239 
Literary Digest ....... 21,273 26,824 
tNews-Week .......... 13,951 cea 
POW BOUMOP cacccsvcss 94,568 106,195 
Saturday Evening Post.175,683 177,183 
NE 6.5 5064550 004 eo 4s 88,719 91,957 
**Town and Country.. 33,341 34,244 
TUnited States News.. 42,610 33,177 

Total GIOuP ....620 743,220 697,582 


1Too late for inclusion. 

*June figures. 

$1934 figures based on 429-line page, 
1935 on 680-line page. 

1935 figure is June figure. 

+Figures supplied by publisher. 
tNo back year figures. 

§No issue. 


S. O. to Address 


Specific Car Owners 
In a big newspaper campaign start- 
ing July 16, Standard Oil Company 
of Indiana will address owners of 
new cars representing 90 per cent of 
new car registration this year. 
The company will congratulate 
them on their choice and suggest 


S. O. brands of gasoline in reason- 
why copy. 


J. S. King Dead 


J. Strickland King, for eighteen 
years in charge of the New York of- 
fice of National Petroleum News, died 
July 6. Born in Clapham, England, 
Mr. King came to this country 25 
years ago and soon afterward became 
a citizen of the United States. He 
is survived by his widow, Mrs. 
Gertrude King, and a son, Wilfred. 


Joins Progressive 


Bruce Mathewson, formerly with 
Patterson & White Company, Phila- 
delphia, has joined the sales depart- 
ment of Progressive Composition 
Company, typographic division of 
Progress Plate Making Company and 
Hanson & Co., Philadelphia and New 
York. 


Gets Rattan Account 


Advertising of Sons-Cunningham 
Reed & Rattan Co., Inc., will be 
placed by Luckey Bowman, Incorpo- 
rated, New York. Curtis F. Colum- 
bia is account executive. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


PHOTO-OFFSET 

SAVE TYPESETTING AND EN- 
GRAVING costs by Photo-Offset, most 
economical printing process. We re- 
produce direct from your copy for as 
little as $1.50 a hundred copies; ad- 
ditional hundreds 20c. Anything we 
can photograph, we can Photo-Offset. 
Samples. Laurel Process, 480 Canal 
Street, New York, Walker 5-0528. 


HELP WANTED 


WANTED—AGENCY ARTIST AND 
LAYOUT MAN 

Fast growing, fully recognized Chi- 
cago agency needs a good artist ca- 
pable of making really fine layouts 
and creating ideas. Free office space 
in return for layouts basis—with op- 
portunity to handle finished artwork 
at fair compensation. No objection 
to handling outside work providing 
we have first call on your time. A 
good idea man capable of assisting 


on copy will have opportunity to 
make a salaried place for himself in 
our organization. Write fully of ex- 
perience and type of accounts you 
have worked on. Box number 609, 
ADVERTISING AGE, Chicago. 


A Chicago District Manager wanted 
by business paper publisher. Need a 
very capable man with university 
education and space selling or adver- 
tising and merchandising experience. 
Write Box 606, ApverTIsING AGE, Chi- 
cago. 


FOR SALE 


Trade Paper established six years 
—Needs personal effort and attention 
—Exclusive field—Can be had for 
small outlay of cash. Box 608, Ap 
VERTISING AGE, Chicago. 

Model 296 Multilith offset press 
complete with air feed. Exceptional 
appearance and A-1l operating condi- 
tion. A fine opportunity for some 
advertising department. No dealers. 
Box 605, ADVERTISING AGE, Chicago. 


BUSINESS OPPORTUNITIES 


To an Account Executive! 
For a young executive who has ad- 
vertising ingenuity and ambitions to 
eventually become part owner of an 
agency, an opportunity is offered by 
a small, recognized agency that has 
been established for 21 years in New 
York City. Write for interview, giv- 


ing past and present connections. 
Box No. 607, ApverTIsInc AGE, New 
York City. 


SERVICES 


Include prosperous Honolulu in 
your car card campaign. 1,200,000 
persons reached monthly for only 
$35. Write direct to HONOLULU 
RAPID TRANSIT CO., Honolulu, 


Massachusetts Kills 
Outdoor Ad Bill 


The Massachusetts house of rep- 
resentatives overwhelmingly defeated 
the bill which sought to transfer 
from the cities and towns to a state 
agency the power to regulate out- 
door advertising. The vote was 124 
to 79 


Miller on Fair Board 


Roy Miller, of Corpus Christi, has 
been appointed chairman of the ad- 
vertising board by the Centennial 
Commission of Control, supervising 
local celebrations of the Texas Cen- 
tennial. 


Gets Hotel Account 
The Davenport Hotel, Stamford, 
Conn., recently acquired by Roger 
Smith Hotels Corporation, has ap 
pointed A. W. Advertising, Inc., New 
York, as its agent. 


Papers, Incorporated. 


J. C. Aspley, Publisher 
Associate Editors: E. H. Shanks, 


J. T. Kemp, Treasurer 
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A Merger Opportunity 


Effective with the August issue, “System and Business Management” (28,000 
ABC) will be combined with “American Business” (10,000 ABC) and pub- 
lished monthly by Dartnell as 


AMERICAN BUSINESS 
Combined with “System” 
Advertising reservations up to one year will be accepted at the current ‘System” rate 


of $300 a page. This is an unusually low rate for executive circulation in a publication 
which is a member of both the Audit Bureau of Circulations and the Associated Business 


EDITORIAL STAFF 
Eugene Whitmore, Editor 
L. E. Frailey, 


BUSINESS STAFF 
W. T. Kelly, Business Manager 


Eastern Office: 400 Madison Avenue, New York 


Russell B. Smith, Manager 


DARTNELL PUBLICATIONS, Inc. 
Publication Offices and Plant: 4660 Ravenswood Ave., Chicago, Ill. 


Roy W. Johnson 


. 


John L. Scott, Managing Editor 
George L. Willman 


T. D. Reid, Production Manager 
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BROADCAST REVIEW OF THE MONTH 


YOUNGER LISTENERS 
OFFERED NINETEEN 
FEATURES BY NBC 


New York, July 15.—NBC is trying 
to solve at least one problem for par- 
ents—that of time hanging heavily on 
little unoccupied hands during vacation 
days. There have been numerous addi- 
tions to the list of NBC’s childrens’ pro- 
grams recently and these now occupy 
fifty-two broadcast periods weekly. 

The features are designed not only 
to entertain children of varying age 
sega but through entertainment to 
supplement education, develop resource 
and encourage self-reliance. 

The following is the list of programs 
to be heard on NBC networks during 
the summer. All times given are East- 
ern Daylight Saving Time. 


“COAST-TO-COAST ON A BUS.” 
Variety program. Sundays, 9-10 A.M. 
NBC-WJZ network. 


“JOLLY BILL AND JANE.” Pre- 
senting a variety of educational facts 
and interests in form of entertainment. 
Mondays to Saturdays, inclusive, 7:45- 
8 A.M. NBC-WJZ network. 


“GRANDPA BURTON.” He re- 
lates humorous boyhood tales and 
adventures to little Billy. Mondays, 
Wednesdays and Fridays, 5:15-5:30 
P.M. NBC-WEAF network. 


“ALICE IN ORCHESTRALIA.” 
Musical with dialogue dramatizing and 
explaining various instruments. Mon- 
— 5:30-5:45 P.M. NBC-WEAF net- 
wor 


“ADVENTURES OF SAM AND 
DICK.” North Woods adventure serial. 
Mondays, Wednesdays and Fridays, 
5:45-6 P.M. NBC-WEAF network. 


“FLYING TIME.” Serial adven- 
tures of 17-year-old aviation student. 
Mondays to Thursdays, inclusive, 6- 
6:15 P.M. NBC-WEAF network. 


“THE SINGING LADY.” Sponsored 
by Kellogg Company. Nursery jingles, 
songs and stories. Mondays to Fridays, 
inclusive, 5:30-5:45 P.M. NBC-WJZ 
network. 


“LITTLE ORPHAN ANNIE.” 
Sponsored by Wander Company. Dram- 
atization of joys and thrills of Little 
Orphan Annie. Mondays to Fridays, 
inc on 5:45-6 P.M. NBC-WJZ net- 
wor 


“IVORY STAMP CLUB.” Spon- 
sored by Procter & Gamble Company. 
Captain Tim Healy relates stamp col- 
lecting stories. Mondays, Wednesdays 
and Fridays, 6:15-6:30 P.M. NBC- 
WJZ network. 


“ADVENTURES IN KING 
ARTHUR LAND.” Dramatizations 
of Arthurian legends. Tuesdays and 
Thursdays, 4:45-5 P.M. NBC-WEAF 
network. 


“NURSERY RHYMES.” Told by 
Milton Cross and sung by Lewis James. 
Tuesdays, 5:45-6 P.M. NBC-WEAF 
network. 


“WINNIE THE POOH.” Radio 
adaptation of A. A. Milne’s children’s 
stories. Tuesdays and Fridays, 6:15- 
6:30 P.M. NBC-WJZ network. 


“THE LITTLE OLD MAN.” Dram- 
atized nature and science stories. 
—— 6-6:15 P.M. NBC-WJZ net- 
wor 


“JUNIOR RADIO JOURNAL.” 
Current events entertainingly discussed 
for children. Saturdays, 9:30-9:45 A.M. 
NBC-WEAF network. 


“THE VASS FAMILY.” Seven 
South Carolina children harmonizing. 
Saturdays, 11:15-11:30 A.M. NBC- 
WEAF network. 


“OLD SKIPPER AND HIS RADIO 
GANG.” Variety program for children. 
Saturdays, 3-3:30 P.M. NBC-WJZ 
network. 


“PALS.” Dramatized adventures of 
two orphans after leaving their or- 
phanage. Mondays to Fridays, inclu- 
a ver A.M. NBC-WJZ net- 
wor 


“SPARERIBS.” Adventure stories, 
legends, fairy tales and children’s songs 
told and sung in negro character. Mon- 
day to Saturday, inclusive, 8-8:15 A.M. 
NBC-WEAF network. 


“ANIMAL NEWS WEEK.” Stories 
about animal pets suggesting their 
Care and mane patmen W ednos. 


HIS MAJESTY 


Nothing's too good for His Highness, 
Young America, and that goes for his 
radio bill of fare! NBC's carefully 
conceived and seasonably timed 
broadcasts for younger listeners are 


FILL TWO IMPORTANT JOBS 
Miss Janet MacRorie (left), head of NBC’s Continuity Acceptance 


Department, and Miss Bertha Brainard, manager, Commercial Pro- 
grams, prefer to remain in the background of the Radio City scene. 
Yet, the force of both women’s personalities, drive and helpful 
cooperation, appears in many directions by the time a radio pro- 
gram emerges from the audition stage to the night or day of its 
premiere. At the First NBC Sales Management Conference, held 
recently, Miss MacRorie and Miss Brainard were prominent on 
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being acclaimed by parents all over 
the United States. 


CHIEF CUCKOO AND FLOCK 


Raymond Knight's Cuckoo Clock, a variety program, is broad- 
cast over the NBC-WJZ Blue Network, Mondays, at 10 P. M. 
(EDST). To describe Ray as “a rare bird of the ether”, is 
gross understatement. Tune him in next Monday and see if you 
don’t agree with us. The Cuckoo Clock is one of the many 
fine audience-building programs on the NBC Blue Network. 


BETTY AND BOB 


General Mills, Inc., have been continuous users of NBC 
facilities since October, 1929. Listeners’ affecti 

especially housewives— have been secured within the 
last six years through such outstanding daytime offer- 
ings as the serial presented by Betty and Bob, jheard 
over the coast-to-coast NBC-WJZ Blue Network, 
Mondays through Fridays, at 4 P. M. (EDST). 


the speakers’ program. 


MAN FROM THE WEST 


Al Pearce, leader of a West Coast cara- 
van of entertainers bearing his name, 
made the West-East crossing via fifteen 
automobiles. It was more than worth it 
for Eastern listeners. Tune in every 
afternoon except Friday and Sunday, 
2:30-3 P.M. (EDST) over the NBC- 
WEAF Red Network. 


THE RADIO GUILD STUDIO 


A glass curtain may be closed across the front of the 
stage when one of the Guild’s productions is being 
broadcast. The audience hears the actors through studio 
loudspeakers. On July 8, the Radio Guild celebrated 
its sixth anniversary on NBC networks. As the pro- 
gram enters its seventh year, future productions will 
continue to adhere to the Guild's policy of bringing into 
American Homes the best in drama, drawn from every 
source. Monday afternoons from 4 to 5 P.M. (EDST) 
have become favorite “curtain hours”. 


STUDIOUS RUDY 


The candid camera caught Rudy Vallee, head man 
of “The Fleischmann Hour”, busily poring over the 
script during rehearsal at the Radio City studios. 
The eight to nine o'clock, Thursday night radio spot 
has attracted the cream of stars from radio, stage 
and screen and the millions of ears which are cocked 
in the direction of the family set are never disap- 
pointed. Standard Brands, Inc., has been a continu- 
ous user of NBC facilities since September, 1929. 
“The Fleischmann Hour” is heard from coast-to- 


coast over the NBC-WEAF Red Network. 
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“TREASURE HOUSE” NOW OPEN 
NBC's Thesaurus, a Treasure House of Recorded 


Programs, announced a month ago by means of an 
extensive teaser campaign, was “unveiled” at the 
NAB Convention, held at Denver earlier this week. 
The Thesaurus is designed for use by program build- 
ers; gives the builder of sustaining or commercial 
programs a service prepared in accordance with the 
expressed desires of many station operators whose 
program needs have been analyzed by NBC's Elec- 
trical Transcription Service, directed by Lloyd Egner. 
A wealth and wide variety of recorded entertainment 
by outstanding artists is made available for the first 
time by means of NBC's Thesaurus which is not 
simply another transcription service but is a complete 
program service. It is without equal for quality of 
talent and entertainment, flexibility, adaptability, 
merchandising possibilities and economy. Such out- 
standing talent as Shilkret, Reser, Heatherton, 
Bourdon, Cugat, George Hall, Westminster Choir, 
Master Singers, Richard Leibert, Green Brothers, 
The Dreamers, Robert Hood Bowers Band, The 
Honeymooners, and Jack, June and Jimmy are 
among those ready for immediate sale. 
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FAMOUS FLYING HORSE GOES ELECTRIC 


- PHOTOGRAPHIC REVIEW gam 
OF THE WEE 


DRAMATIZES URGE FOR REJUVENATION SELLS 80 PRODUCTS ee po 
— 


Austin S. Igleheart, vice-president 
of General Foods Corp., New ee 
York, who has been placed in com- General Petroleum Corporation's new spectacular Neon on Wilshire 
plete charge of merchandising the Boulevard, Los Angeles, one of the most heavily traveled arteries 
company's 80-odd food products. in the world. 


Dealers are enjoying heavy consumer demand for this windshield 


sticker issued by National Union Radio Corp., New York, interpreting CHEVROLET DEVELOPS MODEL USED CAR LOT FOR DEALERS 


the artistic grace and piquant vitality of its tubes and their ability to 
endow receivers with new life. 


se 


FAMOUS BEEF EATER ON BRUSH BOX 


scailliateaittiiatimsin’ ‘ ve eR ee EE ON RM, 


BRITISH ce tes Deeg -Katery 


The automobile business is so good that dealers will go broke unless they learn to sell used cars. Here is 
Chevrolet's contribution to the problem in conjunction with a national advertising campaign. 


Everyone who has visited the Tower of London will recognize the d 
romantic figure of the Beef-Eater (Yeoman of the Guard) in the ; 
center of this new package for Kent military brushes, offered to the WINS PROMOTION CONVENTION GROUP SMILES FOR CAMERAMAN 
holiday trade by London House, Ltd. Another departure is display- is 
| ing the brushes on end instead of face down, so that both backs and : 

bristles are visible. 


POMPEIAN REDESIGNS COSMETIC LINE 


T. D. Palmer, named assistant ad- 
vertising director of the New York 


| 
Times after serving as national ad- 
: vertising manager. J. R. Comin- 
a Eee sky becomes acting national adver- 
4 : ee ee tising manager. Benjamin T. But- § John J. Gillin, Jr.. WOW, Omaha, chairman of the nominating com- 
The company has not only produced a new line of beautifiers which terworth, advertising manager, will mittee, displayed a smile at the NAB convention, perhaps because of 
a are harmless to the skin, but has encased them in new packages. undertake new duties in connection the presence of Mrs. Stanley E. Hubbard, whose husband was also 


Benjamin Lewis, of New York, was one of the designers. with advertising agency relations. in evidence. Mr. Hubbard is vice-president of KSTP, St. Paul. 


, pune “ay te ie i d a 
ee ke fs soni 
i ia re 
4 sania eg 
’ ee Mae Se, 
1 : ies bs ee ae uy a 
| : 
| 
$ | : 
| ee ea es ce esata “ bani. i 
vr Pe ee Ne i | 
ie. Wael 
ne = . © a | Sao 
ies ee — FS ae esi ae a : 
ay, cer ees e i i oe ae 
: ie a Syl . ie ie PORES. a ee 
} FFP - ) \Vs/ tif fr > a ty fee oe = aie ae ee te a ye Ny hee ‘ 2 ve 
H Gs: pat ft s\I i \ U ue ai . iy a Fis 5 a aiid 2, ed hl. igh eae nage 
Gg. I D) ee . L Re a. F a ON aT ea as 5 gee of a eee ptt: pn re 3 my) ‘ elec a 
he ~ hi ees . et ; er TEs Z he : , Gat 3: onal 8 lee oie ek 
I / ae Be arma p a i aM SESS pa oii... naan ts. vey Ries 0 Saar Rt eae 
{\ 7) SU Baka EA ere, ; Ge s = , fore cf a a Pie ee Scie - ie ees Ce i angie 
|) ; ESTE tO as an rey es me iyi he a iil yar’ es on ' Me ea eee we ‘ 
. fe 4 a TT ae Ae. e ies Se! aad Leet Wing Pate heey & ge, ie ae ce OA hae, 
ais ban it. : el) 2 ag ec ee a  , i ee ee a a 
i ; ¢ Ne b — g hye eee a es, Bee ih. Ki ail al an | nie ha eee 
——— Ry gd se gee fe ee ae a Fee ae Frid AA iy cenit < as es 4 7 a Se : 
' \ Ce s 2 fie ee 52 oe een cite a aie ‘ Pay bg xs 2 en 4 
\ mee 4 ea \ fell a ee a Eee eh aah ce fk. neat SRC na ae ame ”, ; Mg ee ut Tee ae 
| Seg fot a ‘ Be sy Be Hk” Sites (ihc t rg aN) Wal eee 1 Se re Oey fe ! ag ees 
ag eo. te) “s , Baer. at epee Oa Nee 4s Bs Rio) poss 
a Cass ae Geie t ; 4 ee Bi We ope eA gn UB Sea rege abies at - F sill Gare! Taek ae citar | 
{ peas ee Uvaee SY OONPN EM I) Meee eyiel a os —_ iia ee, ee ea 
H oe ne Py, a ha a Cae Vee tae rena sete Se ee ees ee oe 
. i ae a q ia yaaa pare Vene y iill  ee Boe gg Dt Bagh wires ore caer ts (Sioa Heat 
a aE " eee aw - ~% ele CE TOE eee Pater a oe er? Goer 
ne Z sd a o \ eG Pe 4 oe “ : A eee , EN jo ae se a perce RST as i 
i ! ‘ es apt a ——— —_ : a ; ie ? ears Pie ae re pede. ie oo ait ee; anaes ‘ip 
\ . ‘ a | t sa “ onan — — oo sbi s AE at a ee ad - Se a hes, a ae te DEA ns ee eR 
i ; ‘ i | ay Se at i — a : ies oS ieee Ue Hh Aeron Ries ite: 
oo ee ee A eres = TE Wak Sos! ae ‘ae “4 ee ae, Rotate Be Poet ue tse 
ee * Fags . a om oa A age ‘ ‘ " iste is i” ‘ . Ge. Aine ce: a 2 Se Bera . wea 
> f oe oe ia eee © J ars wor ds = st Ay oes ee Petpepeccs \ kei aR ty 
: ‘ = eo te a : ; Re. REGS see Age eres 7 a bk aes. eo ae ens 
aa ‘ ge a % i 7 at : Pe ’ Rs lias sie a “4 . eames a oe aes Op testa es a oe yA ee it 
: es bse” a are ond Be is oe om ace ve ai o ae i ger ome x ye lene ee od an i ees 
ox bi! R . "=e cee Niet ee ee PA las dR en is a Yao 
, ie i a P ee va 3 Lh onemateaie er |S BREF ih) weer a 4 fot aa moe is. aS ET el lp 
. ee oS, et : t = she Re wes Ma ae EMR Some eee 6 hs ike ioe Polis nae Pia, Meet fai 7 as op iors eae 
i vi aaiteleues goers e Z Pa . i - PAS Se vane ME es Rake anya reared 6S. 1 Gy geal ot Bier 2 BR atk end 
#1 . eae ne at iS 3 ae ae . P ere Mee Pati! | eR ae an, 6 ade ity coe Teenie al oe za eae rrr 
rts cat Fish ee Sets rie r _ ees =< hee Oe e = “es ‘ . se ea. yest es cn We Ron aoe er Sa See nies ae as fer eae i 
E BAL ey plea hs ere tae j . ae ee > aces a 4 6 maa aie Tate) pete ; raat ANE ae pissy ht hee ee oe Me ote ee a 
RE pays a er" 4 aoe ewe. mt G <i Pen ait Reale th ieee icctge Poy pee 
oR ests cal os } we, = 4 * Pe Oe ee cee RE Tee ale eth era Lychee en 
: oh Fem get OS Naren pl Bd. be hf i Lyk stank eee ae ee Se ee ahd a : : (nee geo ee feat ake ate Wenn tye ae ee 
Al raat Nike isle) ; Pigs ® . es ic, Sell Gee = 7 - Pog " "iy ‘ erty its aa oc A rae ae 
a he « ge . eae Be ac gt oes i aaa fier CS 2 te gees e ae 3 ee Non” BPs oe ae 
; Poe ie ie : ‘ ae cote ett * Sa he = : Ps eae Se eee te Be oe oa ee et oe is ve 
4 7 iy "ot ae is eS 4 de Ke Pee a ee WOE ete SR ee eam os Ie eae la! St aera am slay Sek pe 
1) Ose pend: ad the oe SN ae i a eared gS ah ee tet Eh acme pe eee 
ane ca ae D, eee es So 0 Sage Sei eae Ty Fictions el aioe som Batiuk) in acl poet” ha ee othe Fhe Weary 
: as : ee Bat ee rae ne PheMae Seamer ESO Oh ar re, ERE nay Re eae 
4 CE yet aU eg TGR SAN MmRmERR Cra Pepa ee Pa Ge iit ey 
i a Ay ge ae er Se Bie net. stress Cahn ae 
as ees, Sa sig BO ere a darer Gers 
| 2 Pay Ee TGS sorte 
. U | | 
Ss ; 
Se 
| LSS 
: aos 
| 
; 
Faga ceo rt ew, 
Ue bigssreaes 
aii Ae eh Stee ea 
{ a ae Bee ee, ines ely news 
: & ae a ee o So _____ ae 
0 eS SS ee eT eo Sccpoe CeO. Spm w9t ants = a _ 
aig Pee se eae gestae se ye 8 Fae — . = ——— 
S  Gooeee ee eS ee Ne EG. SAE ee a <> Gee ? Pee iis waren SacI Sas SS 
uf lly ae oy oo ae eee ah en Oe Ss SEP F cor 2a : 7 us, ae : 
ee & °° Cupane OS bh ed eee Wo ¢ i- ae 
e re # ar ed ne . a . wee Fee sath Maer, 2 ieee me Gk Sea a 
: ae MI fsx ‘ « oe. if at 2S Fe -DSED — So ae aes pee 
- . . ea. sind of | aS by hee @: 7 ne Se & i ; _ a Eee li 
; - - i Be ) ie f. baci CKS iD - < 
Le Es, i Baer ! ee a ee a . 
: ; , is " Co an - ' snd a f te 
‘ ; ae ‘) 2 hae e 7 eo! TODAYS LEADER & wna j i oo 6) T 
; : “ : te i | a z +4 * _ te 4 3 i inc! 
pn eres — AE ‘< ‘eu siia aed > Se te): + , a ae ciacarne 
t eee a ie ee ee SG pera ar -. Al. a hy — 3 cee Seas 
| ia A iecealestat ts: is ee rit catbar Bee oe os ie z pi on " emth 6 (gk ote at Sam aeaama P< seni ETRE a a SR EES ea " * > see i Hi ee \ a : Wes nl 
ok re Mea Maegan Se MRAM RR 68 Oi, ele ae, ee ee ee pee | ioe ae . EHH ; Se ree 
a. | ee a iia Si allele | eae 
aS oie) a Saree * “4 _ Bev tahsee 
Roe bla ess, <p ee ee) Sebel 3 lim ee ise cE a be ae a Ss i at i 
a . , hy KENT© LONDON | : aes ct Fi mR ey ek Ce PI oo j . St ee a 
aR s : Vdy eee: bad. } ——— * : rok sarees oe : Tw 5 cee, yaaa . ee ——— a 
3 " ¥ % we P a ae te - See ; ae Pe ee ae eee Me ee 
bg TS a Ks Fi a 4 PR ee mes eee, - ae eer ee een ae bir ‘ Feith area 
Ne ge ee ; " OO A i ts S.C Se peat ert aii Ea et ae (ele . Fh ay aye bs Eis ea Eee 
yo oa ss ORS BE 5: 58 $ J f ee Si ee Sete Se Ys =F ‘ ba es pray. een we. = eee Se 
: br 3 SS Be Ree eas “ * 4 ue bed ae Ro eee 2h 3 fy ae ae pies: gh os aa = ‘ a ge oe vn aes Fl 
j P Bick HE es ‘ sh ; ne a ee “ Peo oles chp re 4 } aa eco ae fe 
ie = oot SR : : * ‘ 7 pe ee ies ee is i ef cay teed iio _ | Byres 
) oe a ———_- i Be. ee Fr be Lea Lae een ee eee | ss iy Sagal eS 
| <i SKENT 3 é a. : ties. i me ; P r ws eee wry pias es ate | fii nae Ee 
a * ¢ Bt. ; a. Be das ii os Soe ee ee ae ee | he a ge “ 
la “POR DON ay ~ ean eS i : Pie ne sisal ; : : ee a Seah re ag | san ey 
oc : ye : oe + ‘ Reine ee ety ieee ws i eee ee Pah eee 
ae ae , Re . e tt : — ; Ty, ee — oie . ena « mi poet te 
2 ees Re eres. ee oo oe ee Seen ee eae Pee oe ae Ge 
RES ees Res ay i) eo er Loe eta ae _—_— Sal Pike Carat 
RECS ee See ee a phe ks ete ee ee Be rae 5 Baa fai? aoe | ———— > ee 
—_________________ Ge SS a ae a topes EN ree Ss: eee: oem ——————— i wom \ 
—— en Ca ee (i : ——— ae 
a 
ne 
oe a ie) ea sl Te 
ho eae ie eek a : - - Teter 
ee “aoe > ie | Be Fe, : ia ae on 
AMER = a Cue aeiciete j res 3 a 7 eae yas er ets 
ie i ; ee ee ‘ as a eee . 7. a < e a : “ ae a3 ES an 
Po sich ‘ : ey sy 2 ee — — § ae * ie” ay Bo a Oc a: 
S Pc. te Ue —- yt Fs Se ; . ot . q ee Pe a‘. en: 
: {ok aes . cae iy le = cS — ee ae i= ee Pee 
Pe =- ‘ ’ ES ie a cos i > sone a ae . a . : ee a sn ~~ 
ee : “ sis —=— . —- Ro Oe : es - = f af ee : ee Secs ML ery 
me ; ee ee * i x 2 F mh a ee x 8 so ~ Seek f 2 ag ‘re ein Sees 7 
be —- | ; ee — ese lu 8  ) f y i a — 
exe apt | a ee a3 Pees ‘a - he . uses 3 a Pe aa ace DP vain 6 
Oak, i: ree “a oe f, Bet ae = ce ee gee : ——s J Pa aa * - ees ‘lias re i eS 
=: | Ss i : nee rete ak i Sey Ee ns }. : ’ ew ice aw 
ee hic : be } vo RaeeEaeee ey Pye ce hes : st e % = =e eee a 
re r — aks aw : “a << ‘ - , : PMN ar ie: 
} a | ——— oe Re . aie 4 # <S KY ee ve 
re ie ay | a ee ee ai S Be a ce ‘ ‘€ Se : ee 
Bae ee } MP 2 4 fe Seah alll 1 3 € ss x Stee § ee e. : : 
"hae 3 ! > ‘ UR ate ORG es ‘ a ql &S $ _" eae ae - 
ae | Were ete ce Ses © = : a < - = | ee 
ee See Wg aces =) ce a . as 2 a eer “ x “< : i 4 
= ; x ee me i eee ror ‘ : be > . | 
§ { noi f ; ‘ <s ee) all ‘ Y . ' ‘ : 
& ap ' iii i 1 . paris “4 4 | 
: eeu | : jee Y — : a : : co ge: 
: ase {| i \S ; < = eS sc 
, — 1} aapes| . : ‘ = a ; : . Ses . 7 
1 bes di sie . * Sais e Pa iy Pe <yd % s SS RSE Eo : 
iB i * 4) ; — 7 ie ae ee aK is bi geet ey aap aa Sat Saga s eS 
fe aR i 4 . < ee «cuneate, 8 src < a Ss Bc | 
oe j | | i mr Se ee, Foe Sn gS Sw sheet 9 SS aes SS j i! 
ty ‘ dh ‘a eee eae eee hae | ee : << ; S gt 
BS i ‘ : * a SAT aie oh eR Ie aan ae aS Bes se eS : : 
e WAR ST: nce 1 { id Cag a a aa eae =e * Seg . 7 . 5 
cual . INGENT) : . ES ee, ge es cea sk ; a BRE . = 7 . 
EMR Kin onnt h | , : eter, SS Se coy . a Re: — 
A TOMER a sa IB | BRS eg OR a | 
~ ~ BS RE S = Rs BESS PSN | 
.. < RSS Sar PERS % eS ps 
‘ cs & As Sas Bsn Re — . ee | 
. SS aes = iy ae PRA: ae 
RE : peeraeta «.* 
> ‘s Pat Sh gee: " », 
. = 
s Ces eget eae aga a ah a ork age es ik Ae fica a aR eee va Re Citar eh ee 
Seat ata ey Reta ease ee nese te Me is eae al ie ery ee OL tft Hae UA ae a ae : 
EEE ah Cee iene rs Tee apg Bieter eee ite e bee mee cep fart NS a Bee Fak ie Sass ea? BG a Rig Cre 
Pa aE cs EN le eh ara Beier ce Sate Hon ict eatiinisianeree ee TSR ae ith ¥ ee sete BLT Moe R SSR eS Beats ea Ee Sitch My as eos ete ath tea 
Reh Mises ts Sida a A | eae Si eae or ae ago ote NECA OF NES arte pat ay eae BRT RL gi i aaa 2) Pentel Poe cee kets) Ge | ©, See be Oy a its 
fee ese Ae ae Re ee eae Te ee Henig Wins arn eee eel aly Ste deere ere pea ee Bitte eae wo : 
ad SS iN Di rea So ee Se yeaa an in eee Teg RES He 22 es | ere : i fF : SF eee eae Re earthy ecard ake ck wo Le whee eae te cg, eine tare ee is : . 
oi Sana Se ee ee mine a eae, Me ee pre Ee ea a a ae Pe OOHe kacieea gone ea eres Re 8 Seas a Sas Shs MI ie Ors carter oe . ee _ ; fag 7 , 
c 6/8. ath | ee SY. gh ee Ras ee mL Pace EER ary Ses eae pelien en Bio ok “fii Se en aise Ge hos. PPR eee ae oe a 
Se ina emia eal teal Sobek seit oie <M A a Read Clk ay fea rs ce et es argh hence aa Bee ana wanat " i, re a < - 
ES PRACT Sai gs Cc LENE NE A aN to a ee RS he Dee Oli namie mrs ar ci Somat m. S Pe er © et epee nee a 
rer A Ney obi Sia sein eS Tee Paige ila SMR eae tan rs) sien ot ues ee eee eR 
he ee ae PS ee eee MR WN ie le aM Se 


eas 


eunnneet. 


' 
: 
: 
: 
- 
’ 
- 
- 
: 


ADVERTISING AGE 


July 15, 1935 


(Aq UWUTE. 


sguarantees an average 


net paid cireulation of 


beginning with the 


December 1935 issue 


UUTE 


THE MAGEAZINE FOR MEN 
366 Madison Ave... New York City 


30ce PER COPY $5.00 PER YEAR 


OLLI ay LE BAGO PO Te 


: She ; ‘ 
‘ek ak EE 
AGd : i 
la Agree +f 
Pen A ar ae 
eer,’ ve 4 
phat: eo ie 
See Da ele 
sa ony es 7 
Ba pty toe selects Ree 
ayia £0 ahh ane a 
Pyke : acl ea mea 
S tiger ie ae cake 
‘ MES? oe DET wid 
at eo ae pe: 
: Cleat Sr 
Pee ae 
i oi 
Se aldara 2 
. ae 
r ee cs sae ¥ 
Gi Coe St eee 
ee SA gee SR 
i i ae 2 eed 
wy base a ea 7 
ee? ee herae eh eae ge a4 
at eee ie igen 
oF Aaa ead eee Re A 
csi a ap Rate Sivite ce 
2 “dl ea 3 a pices 
uae? ars eve: 
peers Ty 3 apa 
ig gs yin, ya 
Sper fore Pee a = 
eee sa ee a 
So nae) (aeons 
Beat a tt eee ae 
sae 5: Pearse AGA: 
an Matec, oh. rl 
- eS amen 
aes: eae 
Me eee: ok reas ares 
we os ken fs papers | 
ice eile ; 
enh yee 7 re 
0. Sete ie a 
Sr). eho’ ‘ a. 
Nias: js ieee 
ASS a 
oo 2 
a pve 
ae 
: 
Mr Shes 
ee 
AG a ae ee 
ys ei, : Se petanst inst oe 
ai oe es a fe 
B : q ota: f 
pe Se ait see 
ees : pe aS 
ne ie . | a ee 
on.) pet hel i BaD terse Aas 
3 eae ik : iz 3: ‘a ie ee 
> 7? ora Fe 5 aS reli mesh a a 
nS sol S gh : i ee 
bee ae 3 Pi ; - r : : Bate 
; e i i | i = 3 | - 
; ; aii nr ee me - cee a 
a ai = or sl eA sek : Be ma 
‘ : f 3 e ue i * An 
en Ce ss NEL ‘ a } j & : 
rs a (See 
fires ; ek an x 
aie ee 
ere wre j = a, 
ap eee ete 
a ae) 
on fiat 
Beet eal Ss 
5 pag occ 
ae gee DS aie a 
iecplatees cr 
a ae 
eee eee 
0a, Sra Sa ee) 
tahoe ae ee 
sy lad : 
tie : Ree 
a = veer, ee ans 
3" day eee en Se Sa 
emer sen” ce sl 
Bo a i 
Pha . z 
a ee i ee et ee 
fa ci ee 
eeeiaicgs a i 
es 1 'Y ae 
’ ia 
Boab 
i 2 
r. ee 
; Pee 
ney 
: bia 
a me 
; igh 
, te 
& tii 
Rae een eisai 
oS 5 SEL Re ee 
anes ee is 
a eee = 2 eee 
i ora na Heats a 
es ty, ee 
; 
: - 
, 
, 
' 
' : 
' ee 
: 
| . 
; 
é oe ei ne a ae Gena 
: . ¥ 2 aaa pets cette TRG ee Sse, ae S /  ge vtas  Bak eg y c ee PI eRe a oes ng SRD amie a J ee peer ae as as 
s- A : ‘| ; oe reid, Sela oe EMS Choe cc a ey SM pe! fe cea age ct oe WE agA Nels ce we hme ered OE SOSA Seat pel te My) bees eS PS ine ata ait ‘ bei ee eras rey eae ey eee ee eS 
rae : me ek iy os See ee eee ce onl. eet amma ly Ap ig, FP ENS Ry wie ee Oh Ree ge eee | Sake fie Og eamaS Be vith eu SEIU ye yey a Or ae, eo i oN rele oe Pee TERT 
See et ie ce i are tea a ea a ae Spe N ce OLGA , ans aT in 2 eg ue SS Se TD i tye Se its ame a AD RR acy OC alg net Beye Peer) Cplir Vg. eas on BERR i, Ma! Ce ae ag 
Pe ian ea AS Senne se et a a mel eats meter ag tere CC A ee 135 Sa Sa eas ORI REBT EFS 5 Fo i SY aN ae 
tn Re ae eee ae eae ar i EN DSA gle ates Sota eyed ican ta Rat tates ek 4 pe et a 
2 ee pe a ye gk RT es be aD? cake Mee Bley taht) cc en ht ae 


